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A new service has been designed 
to help employers control the hotel 
expenses of their traveling men. 
It's getting harder and harder to 
earn a dishonest dollar. 
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An advertising agency makes it 
known that it is in the market for 
a super idea and copy producer. 
Any applicant who can’t prove he’s 
colossal need not apply. 


. = F 


By the way, this ought to be a 
good time to find a super idea and 
copy man among the galaxy of 
stars who are now considering the 
possibility of leaving Washington 
next January. 

,* 2 


Gen. Hugh Johnson bemoans the 
fact that well-meaning admirers 
gave Wendell Willkie no time for 
rest and reflection during his so- 
journ at Colorado Springs. Now he 
knows how a copy man feels with 
the account executive and the client 
breathing over his shoulder. 

- + v 

With a world crisis confronting 
the British Empire, a lot of people 
hereabouts have seemed much more 
interested in the ultimate fate of 
Wally’s mole. 

v v v 


More than 50 agencies submitted 
presentations to the American Dairy 
Association, which could select only 
one. Maybe that’s why there’s so 
little left of the 15 per cent. 

v v v 


“War Department to Advertise for 
Recruits.””—Headline in ADVERTISING 
AGE. 

The question is, shall it be 
suasion or conscription? 


per- 


fe ae 


Net affiliates lay claim to station 
Says the ADVERTISING AGE 
report of the NAB convention. 
Sounds reasonable, unless you ob- 
ject to delivering a network audi- 
ence to a modest advertiser who is 
willing to pay for twenty seconds. 


breaks, 
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It's all right legally, a Federal 
judge has ruled, to print an unoffi- 
cial score card and sell it outside the 
park. After all, the only fellow who 
gets stung is the trusting baseball 
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Crosley has that it 
midget 
Maybe the best way 
to get distribution would be to slip 
them into the Shelvadors 

th the other gadgets. 


announced 
ll continue to make those 
itomobiles. 


along 


’ v ’ 
iv doubling the size of his space, 
medical advertiser increases his 
newspaper readership 500 per cent, 


recent researches indicate Just 
shows what can be done when you 
Car. dramatize the symptoms 

v v v 


itch and Listerine are quarreling 
Over the dandruff removal field. 
After all, though, here’s a rich mar- 
ket which as yet has hardly been 
scr itched 
yr, 


Cutting rates isn’t good publish- 
ing practice, but it’s just possible 
that the men who help 
tlect a Republican president will get 
4rebate on their advertising in the 
Democratic convention book 


business 


Copy Cus 


COPY ON WHICH DAMAGE SUIT IS BASED 


Fitch Suit Charges 
Lambert with Plagiarism 


Hart Schaffner 
Gears Copy fo 


‘Adam Average’ 


Survey Reveals 
in Clothes In- 


Factors 
vestment 


Chicago, Aug. 7. 


Adam 


Big 


Aver - 


age, a hypothetical American man 


with an annual 


income 


ranging 


from $1,500 to $5,000, has been as- 


sembled from. research 
by the Psychological 


conducted 
Corporation 


of America to give Hart Schaffner 
& Marx a realistic sales objective 


for its fall promotion 
Mr. Average’s views on 
tion of buying 


clothes 


campaign. 


ques- 


were 


plumbed under the direction of Dr. 
Arthur W. Kornhauser, Ph.D., head 
of the Chicago staff of an organiza- 


tion of 


scientists, a part 


whose 


profits are devoted to scientific re- 


search. 

Among. the 
Schaffner 
out were 


things 
& Marx 
What 


which 
wanted 
influences 


Hart 


to find 
men in 


determining where they buy their 


” 


clothes 


men feel about 


Once these men 
cided on a store and are 
it what do they look for? 
nationally 


have de- 
inside of 
How do 
adver- 


tised brands and store brands? If 


these 
what 
why? 


men have any 


brands do they 


Interviewed 2,046 Men 


To get at the answers 


preterence 
prefer and 


these 


and other questions the Psycholog- 


ical Corporation 


were in Detroit, 400 in 
409 in 


interviewed 
men in their homes. Of 


Milwaukee, 307 


2 046 


these 509 
Cincinnati, 
in Des 


Moines, 213 in Champaign, Il., and 


208 in Lexington, Ky 
ing the chief questions, 
men were asked about 
sponsible for 
particular suit 


their 


tary interviews were 
with 145 men in Detroit, 
Cincinnati, 155 in 

in Des 


and 106 in Lexington. 
(Continued on 


purchase 
These supplemen- 
conducted 
149 in 
Milwaukee, 105 
Moines, 101 in Champaign 


Page 
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Ad-libbing 

Basic Business Index 
Canadian Magazine Linage 
Chain Store Sales 
Editorials 

Farm Magazine Linage 
Getting Personal 
Information for Advertisers 
Obituaries 

Photographic Review 
Rough Proofs 

Voice of the Advertiser 


New York, Aug. 15. 


ment action. 


Calls Cigaret Advertisers 
‘Arnold's Guinea Pigs’ 


By IRWIN ROBINSON 


While the cigaret companies named in the 
Department of Justice’s latest anti-trust suit this week pursued their 
merchandising objectives normally, legal observers turned their attention 
to the unconventional procedure followed in the launching of the govern- 
Not only did the complaint contain precedent-shattering 


implications with respect to its statements about advertising but it also 


Cigaret Taxes 
for Year Yield 
U.S. $33 Million 


New York, Aug. 14.—The United 
States Commissioner of Internal 
Revenue must be wondering, some- 
what pensively, why the Depart- 
ment of Justice had to select lead- 
ing cigaret manufacturers as the 
target for an anti-trust suit and an 
anti-advertising homily. This re- 
flection is inevitable after perusal 
of a booklet, “The American To- 
bacco Company and Its Service to 
the Public,” which appeared yes- 
terday in rebuttal of the govern- 
ment’s charges. 

Not only is the familiar story of 
benefits to the manufacturer and 
consumer through advertising re- 
told, but two new factors appear. 
One is the farmer, who has auto- 
Lambert infringed an matically shared the prosperity of 

entitled, “Goodbye, the cigaret companies, not merely 
the illustration of which because of increased demand fot 
a man rubbing his scalp. his products, but because of higher 


Long-Standing Feud 
in Hair Tonic Field 
Leads into Court 


(Other pictures on Pages 4 and 31) 


St. Louis, Aug. 14.—The long- 
standing feud between F. W. Fitch 
Company, Des Moines, and Lam- 
bert Pharmacal Company, St. Louis, 
today led into the Federal Court as 
the former filed suit alleging that 
Lambert has plagiarized Fitch ad- 
vertising dealing with removal of 
dandruff from the hair. 

Fitch not only asks for $50,000 
damages, but for “such gains and 
profits as have accrued from the 
infringement,” in addition to an 
injunction. 

The specific 
case is that 
advertisement 
Dandruff!” 
depicted 


allegation in this 


This advertisement, with minor prices which have been paid in the 
variations, appeared in Woman’s yelentless pursuit of quality. The 
Home Companion of April, 1937, second is the Commissioner of In- 


and in Collier's for March 20 and 
April 3, 1937. Lambert published 
an advertisement in The American 
Weekly of April 28, 1940, entitled, 
Dandruff Symptoms,” 
accompanied by = an_ illustration In 


ternal Revenue, who during the 
year ended June 30, 1940, collected 
cigaret taxes of $533,042.544. 


“Goodbye, Growth of Taxes 


1883, before advertising and 


Which Fitch charges is similar to cigaret manufacture had joined 
those used by it The suit is re- | hands to create mass markets, gov- 
turnable Sept. 2 ernment income from this source 


B. K. Phillips, St. Louis copyright was only $929.975 
attorney, said that the suit will the l 
constitute a test case of the extent 
of recovery possible under alleged 
copyright infringement, and the 
practicability of 
value of any 


In the old days, 
Federal tax was 50 cents per 
thousand. At present, it is $3.25 per 
thousand, an 
cent. The companies against whom 
appraising the the suit is directed are chiefly re- 
given advertisement. sponsible for directing this 
(Continued on Page 4) (Continued on 


increase of 550° per 


tream 
Page 8) 


Last Minute News Flashes 
Headlights for Dogs New Pard Premium 


Cleveland, Aug. 16 


Sensational demand for Pard. Swift’ dog food, 
is reported by local stores 


following initiation of a test campaign here in 
Which a Pard light for dogs is offered for 15 cents and three label The 
flashlight is clipped to the dog’ harne for 
traveling at night. 


collat ol protection while 


British Railways Resume U. S. Advertising 

New York, Aug. 16.—With the lightning war in full blast in England, 
first advertising of Associated British & Irish Railway ince the begin- 
ning of hostilities appeared in the Herald Tribune and Times. The copy, 
to appear later in six magazines, extends an invitation to Americans to 
resume visits to their favorite overseas haunts 
Caples Company i 


“when peace come 


again.” the agency 


War Department Picks Ayer for Recruiting 
Washington, D. C., Aug. 16.—The War Department ha 
$250,000 recruiting campaign in the hands of the New 
N. W. Ayer & Son. Jake Breial is account executive. Copy i 
more than 700 daily and weekly newspapers 


placed it 
York office of 

cheduled for 
, plus sectional farm papers 


Rheinstrom Leaves “True Story” for Agency 

New York, Aug. 16.—Carroll E. Rheinstrom has resigned as adver- 
tising manager of True Story to become a partner and vice-president of 
Ward Wheelock Company in charge of the New York office, effective 
Aug. 21 


marked the first time that an anti- 
trust action has been inaugurated 
without an indictment by a grand 
jury. Competent legal opinion de- 
tected a close relationship between 
these two facts. 

The cigaret case is unique pri- 
marily because it appears to be an 
outright attempt to use a_ legal 
forum to establish either by a judg- 
ment or consent decree’ certain 
economic theories held by Assistant 
Attorney General Thurman Arnold, 
in the opinion of Sherwood E, Silli- 
man, New York attorney, who has 
been associated with tobacco indus- 
try affairs for many years. 


In discussing the case with 
ADVERTISING AGE today Mr. Silli- 
man recalled the Arnold _ pro- 
nouncement on advertising in No- 
vember, 1938, in connection with 
automobile finance company pro- 


ceedings. At that time Mr. Arnold 
insisted that advertising should not 
be used “for the 


monopoly and 


fostering of 
monopolistic prac- 
tices.” Monopoly is fostered, Mr. 
Arnold held, “when advertising is 
used to put competitors at a disad- 
vantage for the reason that 
they do not have the resources 
sufficient to expend equally large 
sums in advertising — particular 
products or the services of particu- 
lar companies.” 


sole 


Dawn of An Idea 


It is significant that the investi- 
gation of the tobacco companies by 
the Department of Justice Anti- 
Trust Division began in February, 
1938, or a short time after the 
initial Arnold statement on adver- 
tising, Mr. Silliman remarked 

“Although Mr. Arnold attempted 
in a second statement to explain he 
had no intention of sponsoring gov- 
ernment regulation of advertising, 
it looks as though, at that 
time, he had in mind the 
of a group of 
investigate 


very 
election 
large advertisers to 
with the thought of 
bringing a test case to prove his 
theories regarding advertising and 
that might 
flow from the use of large adver- 
tising appropriations,” Mr. Silliman 
aid 


“The tobacco 


monopolistic tendencies 


investigation cul- 
minated in the anti-trust — suit 
brought last month in Lexington, 
Ky., the allegations and charges of 
which were summarized inthe July 
29 issue of ADVERTISING AGE. It is 
significant that the 
tarted by an 


action 
information 
of an indictment. 

“These are two 


was 
instead 


different legal 
procedures to commence a criminal 
action An information is a writ- 
ten accusation of crime preferred 
by the district attorney without 
ubmitting the evidence to a grand 
jury; while an indictment is a writ- 
ten accusation found tu be true by 
a grand jury. An indictment is the 
usual method used in federal crim- 
inal proceedings, because the Fifth 
Amendment to the Constitution 
provides that ‘no person shall be 
held to answer for a capital, or 
otherwise infamous crime, unless 
on a presentment or indictment of 
a grand jury.’ 

“An information is 
petty crimes It was 


limited to 
used exten- 
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ADVERTISING AGE 


1940 


sively under the Prohibition laws. 
Anti-trust actions are generally in 
the nature of conspiracy actions 
and the practice has been to insti- 
tute them by a grand jury indict- 
ment.” 

“Why was the tobacco anti-trust 
suit started by information instead 
of indictment?” Mr. Silliman was 
asked. 

His comment was that “perhaps 
Mr. Arnold hesitated to lay his 
theories before grand jury for 
fear the evidence was too thin.” 

“The nature of the charges in 
the tobacco litigation is so unusual 
that the only explanation for the 
suit is found in re-reading Mr. 
Arnold’s 1938 statement on adver- 
tising,”’ he continued. “On 
basis it seems obvious to us that 
the tobacco companies are being 
used as ‘guinea pigs’ to test certain 
of Mr. Arnold’s more advanced 
theories about advertising 
means of dominating, controlling 
and excluding others from com- 
peting with well-established com- 
panies in a particular industry.” 


a 


as a 


Plenty of Competition 


Expressing doubt as to whether 
the litigation will in any way alter 


this | 


| producing. 


have its hands full in proving its 
monopoly case in view of the new 
competition that has grown up in 
the industry during the past few 
years through the activities of 
Philip Morris, Stefano 
Brown & Williamson, 
Brother and others.” 

These companies have had no 
difficulty in using advertising as an 
effective sales medium to capture 
some of the cigaret business for- 
merly held by the older companies, 
he added. The remarkable growth 
of Philip Morris alone is sufficient 
evidence that no monopoly exists 
in the tobacco industry. 

Others 


Larus 


who discussed the case 
this week pointed out that Mr. 
Arnold’s views on advertising ex- 
tend back even further than the 
statement made at the time of the 
automobile finance case. In his 


“Folklore of Capitalism,” the assist- 
ant attorney general declared: 
“Even such current expenditures 
advertising are considered an 
asset because they are ‘income’ 
Advertising goodwill 


as 


|becomes a thing in itself and one 
|of our national assets when the sum 


the present marketing policies of | 


tobacco advertisers, Mr. Silliman 
asserted that the government “will 


total of corporate assets are listed 
in terms of their money value. The 
fact that often (as in the case of 


|many drug and food products) this 


asset is in reality a social liability, 


Brothers, | 
& | 


‘which taxes the income of persons 


of moderate means by inducing 
|\them to pay tribute for useless 
|things, does not prevent it from 


being protected as valuable private 
property is protected.” 


Advances Meilinger 

George H. Meilinger, former re- 
frigeration supervisor in the Chi- 
cago office of the Westinghouse 
merchandising division, has been 
made sales development manager 
of household refrigeration, 
field, O., succeeding H. M. Butzloff, 
resigned. 


Mans- | 


Edward Staley, assistant general 


merchandise manager for 


Mont- | 


gomery Ward & Co., Chicago, has | 


of mer- 
T. Grant Com- 


been appointed director 
chandising for W. 
pany, New York. 


General Steel to French 


General Steel Castings Corpora- | 


tion, Granite City, Ill., has placed 
its advertising account with Oak- 
leigh R. French & Associates, St. 
Louis. 


Joins Ivey & Ellington 
Edward T. Sajous, formerly sales 
promotional manager of General 
Foods, Inc., has joined Ivey 
Ellington, Philadelphia. 


Expert Craftsmanship - 
Good Taste 


J f ~~ 


THE 


AKRON, OHIO 

The Akron Typesetting Co 
BALTIMORE, MD. 

The Maran Printing Co 


BOSTON, MASS. 

The Berkeley Press 

H. G. McMennamin 

BUFFALO, N.Y. 

Axel Edward Sahlin 
Typographic Service 

CHICAGO, ILL. 

Advertising Typographers, Inc 

Arkin Typographers, Inc. 

J. M. Bundscho, lac. 

The Faithorn Corp. 

Hayes-Lochner, Inc. 

Runkle-Thompson-Kovats, Inc. 


CINCINNATI, OHIO 
The J. W. Ford Co. 
CLEVELAND, OHIO 
Bohme & Blinkmann, Inc. 


Schlick-Barner-Hayden, Inc 
Skelly Typesetting Co., Inc. 


Any member of the A.T: A. 
will sive YOu? Highest Quality -« Intelligent Service 
Complete Facilities - 
Uniform Practices 


MEMBERS. 


DALLAS, TEXAS 
Jaggars-Chiles-Scovall, Inc. 


DAYTON, OHIO 
Dayton’'s Typographic Service 


DENVER, COLO. 
The A. B. Hirschfeld Press 


DETROIT, MICH. 


The Thos. P. Henry Co 
C. Benj. Stapleton Co 
George Willens & Company 


INDIANAPOLIS, IND. 
The Typographic 
Service Co., 
KALAMAZOO, MICH. 
Claire ). Mahoney 


LOS ANGELES, CAL. 


William Carnall 

House of Hartman 
Samuel Katz 
Rising-Hammond, Inc 


Executive Headquarters: 461 Eighth Avenue, New York City + 


Sound Business Ethics 
Greatest Choice of Type Faces 


Type Service for all Advertising Purposes « Lowest Practical Costs. 


A.T.A. can with assurance promise the 
same high character of service from all 
its members because they all follow uni- 


form practices, all have the newest and 


best equipment and all employ the finest 
workmen in the country. The result is a 
pleasing and amazing similarity in the 
same advertisement executed by member 
companies in various cities. 


Advertising Typographers of America 


have actually a nation-wide, coast-to-coast 
service. Although the association is made 
up of individual firms, often good-natured 
competitors in their own community, the 
membership offers a united and cooperative 
front to national advertisers, It is frequently 
of the greatest advantage for an advertiser 
to know that there is an A.T. A. member in 
Los Angeles as well-equipped to serve you 
as your own favorite typesetting firm in 
Boston, Cleveland, New York or Chicago. 


paign breaking 


Much of our advertis- 


ing is national or at least, 
regional. Suppose you 
have a newspaper cam- 


simultaneously in New 


York, Chicago, and San Francisco, with 
several important points in between. 
Don’t wait for plates or worry about the 
typesetting. Just airmail your copy, layout, 
and instructions to an A.T.A. member in 
each city. We won't say each ad will look 
as though pulled from the same plate; but 
they'll come darn close to it at that. They’ll 
be effective! And they’ll prove a big saving! 

No matter where or in what you adver- 


tise,an A.T. A. member can give you valu- 
able advice and suggestions. Call him now. 


Advertising Typographers Association 


OF AMERICA, INC. 


Fred F. Esler, Led. 


NEW YORK, N.Y. 


Ad Service Co. 
Advertising Agencies’ 
Service Co., Inc. 


Artintype, Inc. 


Associated Typographers, Inc. 
Adas Typographic Service, Inc 
Central Zone Press, Inc. 


Diamant Typographic 
Service 


nc. 
Frost Brothers 


Inc. 
Huxley House 


George Mullen, Inc 
Chris F. Olsen, Inc. 


-Typographer 


ALBERT 


MONTREAL, CANADA 


Advertising Composition, Inc 


A.T. Edwards Typography, Inc 
Empire State Craftsmen, Inc 


Graphic Arts Typographers, 
King Typographic Service Corp 


Master Typographers, Inc 
Morrell & McDermott, Inc 


Frederick W. Schmidt, Inc 
Superior Typography, Inc 
Supreme Ad Service, Inc. 
Tri-Arts Press, Inc. 

Type Arrangement, Inc. 
Typographic Craftsmen, Inc 
Typographic Designers, Inc. 
Typographic Service Co. 
Kurt H. Volk, Inc. 


PHILADELPHIA, PA. 
John C. Meyer & Son 
Progressive Composition Co 


PORTLAND, ORE. 


Paul O. Giesey, 
Advertising Typographer 


ST.LOUIS, MO. 
Brendel Typographic Service 
Warwick Typographers, I nc 


SAN FRANCISCO, CAL. 
Taylor & Taylor 


SEATTLE, WASH. 
Frank McCaffrey 


ABRAHAMS, Executive Secretary 


. 
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This Listerine copy appeared as Blackett- 
Sample-Hummert, Chicago, completed a 
rough layout bearing a similar heading. 
The agency is now wondering whether 
or not it should go ahead and solicit 
opinions on the subject. 


Buick Points 
with Pride to 
Promotion Record 


Detroit, Aug. 15.—As the Buick 
division of General Motors Cor- 
poration staged its preview of 1941 
/models here this week in competi- 
tion with three others, A. H. Bel- 
fie, director of merchandising, said 
that Buick outranks all competi- 
tors in consistency of newspaper 
advertising. Departing from stand- 
ard practice, Buick has not per- 
mitted even the change over 
period to interrupt its promotion. 

Reflecting steadily mounting 
sales volume, Buick’s expenditures 
with newspapers for its fall an- 
nouncement and follow-up cam- 
paign have shown. substantial 
yearly increases until the amount 
now spent more than double 
that of five years ago. In 1935, 
the cost of its newspaper campaign 
on 1936 models, from announce- 
ment time through December, was 
$526,000. In the following year, 
expenditures jumped to 
in 1937, to $837,000; in 
$944,000; and last year 
model announcement and follow- 
up in newspapers alone cost the 
company $1,060,000. Having just 
completed a record sales year, and 
with 1941 plans keyed to even 
greater prospective volume, Buick 
will maintain the uptrend in these 
figures. 

For years, the 
Buick’s advertising 
newspapers. During the past five 
years, the percentage has ranged 
from 60 per cent to 75 per cent of 
the company’s appropriation, and 
the ratio increasing. Starting 
with the announcement campaign 
on 1936 models up to the present 
time, Buick has spent $8,790,000 for 
newspaper advertising. 


Slogans of 1941 


Buick’s Kudner-coined slogan for 
1941 will be “Give ‘er the Gun for 
41." This, as well as “Fireball,” 
the label applied to Buick’s dual 
carburetion, will add color to copy. 

In previews for dealers, Buick is 
emphasizing that the number of 
dealers is little higher than a year 
ago, but that these dealers are 
doing four times the business of a 
few years ago. 

Plymouth’s pre - announcement 
campaign got under way this week 
with posters showing the familiar 
Plymouth flag being hoisted and 
bearing the advice, “Coming soon! 
Plymouth, the ‘One’ for °41.” 


ES 


1938, to 
the 1940 


lion's 
has 


share of 


gone to 


1S 


Identifies “Bur-Mil” 


The Burlington Mills Corporation 
is labeling its rayon fabric with the 


newly-adopted trade-mark, “Bur- 
Mil.” J. M. Mathes, Inc., is the 
agency handling the fabric identi- 
fication program. 
Appoints Krueger 

Chicago Motor Coach Company 


has appointed Jess Krueger & As- 
sociates, Chicago, to handle its pub- 
lic relations. 


Ronrico Rum Campaign 
Opens in “Life” 


Ronrico Corporation has opened 
an advertising campaign in Life 
which ties up with the com- 
pany’s slogan, “Remember Ronrico, 


Best Rum—Bar None.” The same 
series will appear in newspapers 
in five states. 

Illustrations depict humorous 


habits of the Gay Nineties which 
are linked with jingles. McKesson & 
Robbins, Inc., is U. S. representative 
for Ronrico. Parsons, Dorr & Hume 
Miami Beach, is the agency. 


Davidson Promoted 


Craig Davidson, who joined the 
agency in 1939 as an_ account 
executive, has been named a vice- 
president of Compton Advertising 
New York. Mr. Davidson was for- 
merly engaged in developing visu- 
alized sales training programs fo: 
food companies. 


Prinz Joins Burnett 


Donough Prinz has resigned from 
Maxon, Inc., Detroit, where he has 
been doing merchandising and re- 


|search, to join the staff of Leo Bur- 


/nett Company, 
$619,000; 


Inc., Chicago. H« 
will do field merchandising work 
on the Institute of American Meat 
Packers account. 


Directs RCA Exhibit 

E. J. (Ned) Burman, who has 
been announcer for the RCA ex- 
hibit at the Golden Gate Interna- 
tional Exhibit, San Francisco, has 
been made manager, succeeding 
A. P. Matthews, who has joined the 
Meyerberg Company, San _ Fran- 


'eisco, RCA Victor distributor. 


Two Join Ambro 

Raymond Cox and William Ros- 
ley have been added to the staff 
of the Ambro Advertising Agency. 
Cedar Rapids, Ia. 


Librizzi Resigns 
Joseph J. Librizzi has 

as sales promotion manager 

Goldblatt Brothers, Inc., Chicago 


resigned 
of 


The best facilities 


in BALTIMORE 
for LOCAL LIVE 
TALENT SHOWS 


—= 
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EDWARD PETRY & CO. 
ON THE NBC RED NETWORK 
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Disappearing Snickersnaps 


IT WAS A SIMPLE CASE, really, but for a while it 
had a lot of people guessing. Snickersnaps is our 
name for a typical low-priced nationally adver- 
tised grocery product sold in practically all gro- 
cery stores. New York City grocers would put 
Snickersnaps on their shelves. In some stores they 
disappeared almost overnight. In others they 
gathered dust. 

The New York Times Market Research Depart- 
ment investigated. Snickersnaps, it was found, 
disappeared quickly from the shelves of grocery 
stores in average and above-average income 
neighborhoods. They remained longer on the 
shelves of grocery stores in below-average income 
neighborhoods. 

Here was the chie that solved the mystery. 
Families in New York City’s average and above- 
average income neighborhoods comprise 54% of 


all families in the city. The grocery stores that 


The Gase of the 


serve them comprise 46% of all grocery stores in 
the city. But these families buy a lot and buy 
often. They buy 60-70% of all Snickersnaps and 
most other advertised grocery products sold in 
the city. 

So it’s really no mystery at all. What you sell 
will disappear quickly and profitably, too, if you 
advertise it first in the profit-rich portion of the 
New York market that we call the Profit Half. 
And that means advertising in The New York 
Times, because The Times concentrates advertis- 
ing among the housewives of the New York mar- 
ket’S Profit Half—where advertising concentrates 
on selling-for-profit. 


The New York Cimes 


“All the News That's Fit to Print” 
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Lambert Accused 
of Plagiarism 
in Fitch Suit 


(Continued from Page 1) 


In a stipulation signed by Lam- 
bert Pharmacal Company a_ year 
ago, the Federal Trade Commission 
asserted that the dandruff germ has 
never been identified. Both Fitch 
and Lambert have been using copy 
referring to the existence of such a 
germ. The genesis of their ill will 
dates back somewhat farther, how- 
ever. 


History of Case 


It was in August, 1936, that the 
F. W. Fitch Company - startled 
Magazine readers with an adver- 
tisement offering a reward of $1,000 
to the first person who could show 
a dandruff germ to Fred W. Fitch, 
president, with proof that the germ 
actually is the cause of dandruff. 
The L. W. Ramsey Company, Fitch 
agency, was pleased by the 
enthusiasm and comment aroused 
by this offer that without further 
ado it caused it to be reiterated on 


sO 


the company’s Sunday program on 
the NBC Red network. 

The offer held good until Jan. 1, 
1937, and that date arrived and 
passed without undue excitement, 
with Mr. Fitch expressing the pri- 


vate conviction that no such germ 
existed. 
Another six months’ elapsed 


peacefully, when suddenly a bomb- 
shell exploded. In large space in 
St. Louis newspapers, Lambert 
heralded successful culmination of 
years of research by discovery of 
the dandruff germ. Furthermore, 
it revealed the tidings that Lister- 
ine brings “quick relief and often 
complete cure” from the depreda- 
tions of the little beast, whose iso- 
lation was credited to Applied Re- 
search Laboratories, Dayton, N. J. 

The Lambert copy went into con- 
siderable detail. 

“The remarkable discovery of 
Pityrosporon Ovale,” it declared, 
“alters the entire approach to dan- 
druff therapy. For the first time, 
dandruff is treated for what it 


really is—a serious germ infection.” 


Time Limit Waived 


When this copy was called to the 
attention of L. R. Sandahl, Fitch 
general manager, he waived the 
time element stated in the original 
Fitch offer. The $1,000 awaits any 


and all claimants, he said. 


J.ambert failed to take this hint, 
but Applied Research Laboratories 
was not so modest. Mr. Fitch gave 
this account of developments: 

“Recently, the Applied Research 
Laboratories presented their find- 
ings before two world-renowned 
dermatologists and myself, and I 
agreed to abide by their decision on 
the findings as to whether the re- 
ward should be paid. 


“We met in New York and the 
laboratcry representatives pre- 
sented their claims, together with 


rabbits, to prove they had discov- 
ered the germ that causes dandruff. 


What Scientists Found 


“After making extensive scientific 
and laboratory tests, these expert 
dermatologists found that: 

“1. Lesions on the skin of a rab- 
bit following application of cultures 
of Pityrosporon Ovale, resembled 
crusts more than scales. The term 
‘dandruff’ denotes scaling, while 
crusting of the scalp is the result 
of an inflammation from one of 
many different causes. 


| 


“2. The finding of Pityrosporon | 


Ovale in scales is not new as it 
often is present on so-called normal 
scalps. 

“3. Evidence as presented lacked 
verification of the claimed resultant 


~ TIME-BUYER eyes DENVER — 


: 


) / | 


So the Advertiser May 
Know WHICH Station Is 


FIRST in DENVER 
in Everything | 


“ADVERTISING 
AUDIENCE 


POWER 
PROGRAMS 


SHOWMANSHIP 
SALES RESULTS 


- ADVERTISING 


Question: “What station should | buy 
for my client in the Denver Market 
Area for best results and lowest ad- 


families 2” 


Market Area! 


me 


Of course, its 


NEW YORK CLEVELAND 
SPOT Sales Offices | SAN PRARCISCO | WOLLY WOOD 
BOSTON WASHINGTON 


vertising cost per thousand listener 


Answer: The station on which more 
national, local, and spot advertisers 
place the largest dollar volume of 
radio advertising in the Denver 


rec 


— 
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BEGINNING OF FITCH-LISTERINE FIGHT 


—_ 


1000.00 
REWARD 


Thet's the amount of money ehach Mr Fred W Favh, 
Preadent of The FW. Ficch Company, offers to the Grot per- 
on who can actually show him a “dandruff germ” ard prove 
that the “germ” couses dendru®. Thee offer is open enel 
Jenuary 1, 1957, co any loyman, Isborasory worker, research 
expert of wientic beady 


What we say 


Regsriless of wheches a germ counes dandru@ of dander 
«buses germs, the fact remains thar Fiech’s Dandruff Remen es 
Shampow is the one guaranteed way i> remove dandnuf The 
eovettoe of the sebaceuus glands and the dewed shim, dort and 
dustin the ait forms what ao common'y referred to as dandrud 
This combenastion forms a perfect breeding place for germ 
Fuchs Dandruff Rermower Shampoo diswives this acuimede 
tan with the very bese applcation because it penetraies deny 
wey cach tuny scalp pore. We say, any preperecion that der 
not remove Sand: uff tudey canmet remove i tomortoe un any 
other day you we & Mictoscupic tests made after a Fiech 
thow chat the scalp is entiseprn aliy clean ard thar 
each scvlp pore ts pulsating euth renewed bie 
You oil Whe Fuck Shampoo. ft should be used at beast one 
a week. Laboratory tess show thar an ordinary head of hair 
gathers more dirt and retauns in twenty four howrt than the 
human body will in o week Finch Shampoo rinses clean in 
hard of soft water and is equally gat for bhondes of bron eres 
Fach Shampoo and kes! Mate Tonic are for tale or all berber 
shops, beauty shops end totlet gods counters 


etwevte tesuree teear’ 
SROER COR WORTT Dace GustanTet 


THE F. W. FITCH COMPANY, Des Moines, lowa 


—_ 


DISCOVERED 


The Germ That Causes 
DANDROFF 


Foe, delighthal treatments with 
| ister ine brang queck velo! end 


often compirte cure. 


L 


4 
tale | 


LISTERIN. 


be Cn eemengt nla © toh 


presence of actual dandruff. 


“4. The Lambert tests have not 
definitely proved that Pityrosporon 
Ovale is beyond any doubt the 
cause of dandruff. 

“5. Through the application of 
the so-called germ, Pityrosporon 
Ovale, up to date they have not 
been able to infect the human 
scalp. The rabbits were infected 


only after the skin was abraded or 
scratched, which is not a normal 
conaition. 

“In the face of this decision by 
two of today’s outstanding derma- 
tologists, the $1,000 could not be 
uvarded to the Applied Research 
Laberatories, Inc. In other words, 
the reward of $1,000 for a germ 
that causes dandruff is still un- 
claime’4.” 

With this explanation, Mr. Fitch 
dismissed the matter from his mind 
and proceeded with a campaign 
featuring a guarantee by Lloyd’s 
that Fitch’s dandruff remover 
shampoo would remove dandruff in 
a single application. 


Claims Are Limited 


Listerine made advertising capi- 


tal of the dandruff germ for two 
years, but in August, 1939, came 
the news that the company had 


signed a stipulation with the Fed- 
eral Trade Commission agreeing to 
abandon many its claims. 

The announcement by the 
said that Lambert will cease and 
desist from representing by direct 
statement or by inference that all 
dendruff is due to an infection with 
Pityrosporon Ovale any other 
organism; that dandruff necessarily 
is a germ disease; that the dandruff 


of 


FTC 


or 


germ has been isolated or identi- 
fied; that the presence of Pityro- 
sporon Ovale necessarily means 
dandruff or that with its destruc- 


tion dandruff disappears; that dan- 
druff is necessarily infectious, con- 
tagious “catching,” or is in all 
passed from one person 
to another, or that any of the fore- 


’ 
going 


or 


instances 


assertions have been proven 


by tindings of scientists or other- 
wise, or is a “scientific fact,” or a 
“fact definitely established by sci- 


entists.” 


Other Proscribed Claims 


It was also stipulated, according 


to the FTC, that Lambert will de- 
sist from representing that Lister- 
ine either cures or permanently 


relieves dandruff: 
dandruff germ,” 


that it “kills the 
“attacks the cause 
of dandruff” or “gets at the cause’ 
“at the root of the trouble,” or 
penetrates infected hair follicles or 
“annihilates” the 


or 


dandruff germ; 
that ordinary remedies “aren't even 
antiseptic,” are “smelly,” affect 
only surface symptoms or that 


competitive products are obviously 
inferior to “Listerine Antiseptic” 


as a remedy for dandruff, when 
such are not the facts. 
Later in the same month, John 


L. Johnston, Lambert president, 
commented that Listerine advertis- 


ing will continue to spotlight effi- 


cacy of the product in combating 
dandruff. Mr. Johnston said that 
the FTC stipulation “refers to the 
confusion which has_ surrounded 
this prevalent scalp disorder and 
should be helpful in further clari- 
fying the subject. Listerine anti- 
septic gives relief from infectious 
dandruff by killing the germs.” 

The Pityrosporon Ovale is the 
protagonist of much current Lister- 
ine advertising, which, howev: 
does not represent that all dandruff 
is caused by this germ. 

The Fitch rejoinder 
today. 


followed 


“Billboard” Picks ‘Em 

Frank Case of the Hotel Algon- 
quin was selected as the most « 
fectively publicized hotel man; the 
Hotel New Yorker the most 
effectively publicized hotel, and 
R. D. Mockler, publicity director of 
the Hotel New Yorker, as the best 
hotel publicity man in the second 
annual night club and hotel pub- 
licity poll conducted by the Bill- 
board, theatrical trade paper. 


{t- 
i 


as 


Joins Carnegie Steel 

Ralph J. Stayton has been ap- 
pointed manager of warehouse sales 
for the Carnegie-Illinois Steel Cor- 
poration. He formerly was 
nected with Jones & Laughlin Stce! 
Corporation and Joseph T. Ryer- 
son and Sons, Inc. 


con- 


Buddycraft to Korn 
Buddyserge Company, Phila- 
delphia, has appointed J. M. Korn 
& Co., Philadelphia, to handle pro- 
motion of its Buddycraft clothes 


Building 


ST PPLY NEMS 
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INDUSTRIAL PUBLICATIONS. INC. 


59 E. VAN BUREN STREET, CH'CAGO 
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“““SLOANE Clossons 


°; BARKER BROS. 
Slerchu 4 LOS ANGELES 
| JACKSONVILLE MOORE'S 
| LAMMERTS pie 
7 Robert Keith TAIN. 
“| Pringle 
: HL Benboutt Lompar BROMBERG'S Feiler np 


BALTIMORE 


CHICAGO 


“ SYDNOR & HUNDLEY | 3 aheies 
wed J RICHMOND 

Lachman Bros. — FRED TIRNEY FURNITURE FS. MYERS & SON | 
ideas ‘ans Caaeente WICHITA 
f- sis ST. PAUL 
° Cjohn AC Smyth C Higa KLODE’ S Furniture Mart Peerless 
pub- MILWAUKEE DAVENPORT 


John & COLBY & Sons 


. | John C. Knipp & Sons Sterling & Welch BREUNER’S 


OAKLAND BERKELEY 


COLORADO SPRINGS 


a 
f 


That The Christian Science Monitor has 
a definite local influence in hundreds of 
communities is evidenced by the 572 
furniture dealers who use its advertising 
columns. These retailers, a few of whose 
names appear above, are located in 
various cities throughout the United 
States, Canada, and overseas. They are 
shrewd buyers of advertising space and 
spend their money where they know it 


brings results. 
In addition to 572 furniture stores The 
Christian Science Monitor also carries the 


FURNITURE STORE ADVERTISERS 


advertising of 785 department stores, 
many of which sell furniture. 

With local influence in hundreds of 
communities sufficient to build business 
for furniture dealers, department stores, 
and other retailers, The Christian Science 
Monitor has unique value for the national 
advertiser. It gives important sales sup- 
port in cities where the Monitor is a proved 
success for local advertisers. If you are 
interested in giving your product or serv- 
ice the backing of Monitor advertising, 
get in touch with our nearest office. 


g THE CHRISTIAN SCIENCE MONITOR 


A DAILY NEWSPAPER FOR ALL THE FAMILY 
Published by The Christian Science Publishing Society, One, Norway Street, Boston, Massachusetts 


NEW YORK OFFICE: 500 FIFTH AVENUE 


’ OTHER BRANCH OFFICES: Chicago, Detroit, 
" London, 


Miomi, St. 
Paris, 


Louis, 
Geneva, 


City, Son 


Angeles, 


Kansas Francisco, Los 


Sydney 


Seattle 
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Britain Rations 
Tea, Continues 
U.S. Campaign 


New York, Aug. 14.—Despite the | 
insistence of British authorities 
that money spent outside the Em- 
pire be restricted to purchases of 
armaments and war materials, as- 
surances have been received from 
London that funds will be released 
for continuation of the Tea Bur- 
eau’s advertising campaign in the 
United States, Benjamin Wood, 
managing director of the bureau, 
said today. 

Concern had been expressed over 
the fate of the promotional activ- 
ity which will wind up its fifth 
year Sept. 30. Expenditures have 
been averaging $1,000,000 a year. 
Of this sum approximately $700,- 
000 has been allocated for space in 
newspapers and magazines through 
William Esty & Co. 

Although the exact amount of 
the 1940-41 expenditure is not 
known now it will be sufficient for 
the bureau to “continue all phases 
of its advertising and merchandis- 
ing campaign,’ Mr. Wood _indi- 
cated. He added that detailed plans 
will be disclosed by the time the 
current drive ends. 


The Balance Sheet 


The fact that the British treas- 
ury has given the go-ahead signal 
for the tea drive is especially sig- 
nificant when it is recalled that tea 
consumption has been rationed in 
the British Isles. The productivity 
of the campaign here, however, as 
evidenced by a record import of 
102,460,201 pounds for the year 
ended June 30—the first time in 
17 years that American tea imports 
have passed the 100,000,000 mark— 
was said to have been instrumental 
in framing the British decision. 

Pointing out that increased con- 
sumption of tea in this country will 
result in more money spent for 
essential armaments, Mr. Wood 
said that of all tea imported into 
the United States during the past 
year 79 per cent consisted of black 
tea, chiefly from Empire growers. | 
During the period from 1913 to 1917 | 
black teas represented only 35 per | 
cent of the total poundage im- | 
ported. Since that time, however, | 
black tea imports have increased | 
steadily. Today they represent 75 
per cent of the entire American | 
market. 


“Post-Standard” | 
in New Home | 

The Syracuse Post-Standard, 
which has moved into the 
modeled building formerly occu- 
pied by the Syracuse Journal, | 
which was merged with the Syra- | 
cuse Herald, celebrated the moving 
by issuing a special “Tomorrow” 
feature over a five-day period in | 
which the Syracuse of the future 
was pictured. 


re- | 


THE NEW PUBLICATION 
“HOW TO SET UPA 
SUCCESSFUL DEALER 
SIGN PROGRAM” 


with actual case histories of successful pro- 


grams as used by representative national 
accounts, will be sent you free upon request 
SIGNS 
\ STANDARD 
OF 
+ COMPARNO® LONG 
ee IFE 


THE ARTKRAFT SIGN CO. r 
GENERAL OFFICES: 
900 E. Kibby St., Lima, Ohle 
The World’s Largest Manufac- 
turer of All Types of Sign 


N. Y. Ad Women Issue 


Book on Advertising 


Advertising Women of New York, 
Inc., has issued “Advertising—First 
Aid to Business,” a volume com- 
prising all lectures delivered at the 
recent Survey - of - Advertising 
Course sponsored by the group. 
The book includes 20 chapters, with 
emphasis on material used in the 
planning and execution of actual 
campaigns. 

Compiled by Dorothea C. Bren- 
nan, educational committee chair- 
man, the paper-bound volume was 
edited by Helen Peffer, president, 
and published by Consolidated 
Reporting Company, New York. 
The price is $2.50. 


Statler Advances Stroup 

James D. Stroup, sales repre- 
sentative of the Statler - operated 
Hotel William Penn, Pittsburgh, 
has been promoted to assistant 
sales manager. He recently was 
awarded a Statler Hotel Scholar- 
ship at Cornell University for his 
study on “How to Increase Sales 
and Improve Service.” 


Says Sign and 
Outdoor Industry 


Must Cooperate 


New York, Aug. 15.—The public 
relations problem for the outdoor 
advertising industry has two main 
facets, Leonard Dreyfuss, president, 
United Advertising Corporation, 
New York, told the National Sign 
Association at its convention here 
today. The industry must draw a 
clear line of demarcation between 
legitimate and illegitimate outdoor 
advertising; secondly, it must coop- 
erate to educate women’s clubs to 
this difference. 

“Within the past few years,” said 
Mr. Dreyfuss, “the outdoor industry 
has been working closely with 
women’s clubs and others that com- 
plain against our business. Invari- 
ably we find that their antagonism 
is directed against the heteroge- 
neous mass of small signs and snip- 
ing that exists along the highways, 


especially at the entrance to cities 
and towns. 

“I urge this association to ap- 
point a committee to work closely 
with a like committee of the out- 
door advertising industry to estab- 
lish some code of practice, some 
control over the placement of all 
signs, large or small, on highways 
and near entrances to municipali- 
ties.” 

Mr. Dreyfuss said that he photo- 
graphed the side of a hot dog stand 
which carried 31 different signs, 
none of which was of any advertis- 
ing value. Placement of such signs 
must be standardized, he asserted. 


AFA Picks Boston 
for 1941 Convention 

The Advertising Federation of 
America has selected Boston as the 
scene of its 1941 convention. Hotel 
Statler will be headquarters, May 
25-29 the dates. 

Boston last entertained the Fed- 
eration in 1936, and prior to that, 
in 1911. 


CFAC Bowling League 
Accepting Applications 

The Chicago Federated Advertis- 
ing Club Bowling League, whic! 
consisted of 22 five-men teams las 
year, is accepting applications for 
league membership for the 1940-4) 
season, arrangements having been 
made to accommodate six addi- 
tional teams. 

League play will open Sept. 9 at 
the Playdium, Chicago. Day 
Golden, Randolph 5744, is register- 
ing teams. 


R. W. Clare Advanced 


R. W. Clare, for many years wit! 
New England Confectionery Com- 
pany, Cambridge, Mass., has bee: 
appointed manager of sales opera- 
tions, succeeding W. F. DeMaris. 


Gets Clay Products 


Clay Products Association of th: 
Southwest, Austin, Texas, has ar 
pointed the Dallas office of Beau 
mont & Hohman to handle its ad 
vertising. Outside posters will b 
used. 
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August 19, 1940 


ADVERTISING AGE 


Hart Schaffner 
Gears Copy to 
Average Man 


(Continued from Page 1) 


Seventeen per cent of the men 
said that window displays caused 
them to patronize the store where 
they bought their last suit. Other 
reasons were: Recommended by 
friends or relatives, 16.2 per cent; 


personal contacts with store, 13.2) 


per cent; believe store offers good 
value, 10.3 per cent; believe store 
carries quality merchandise, 9.6 
per cent; store has reputation of 
dependability, 6.1 per cent; special 


sale, 5.6 per cent; credit policies, 5.6) 


per cent. 

In answer to the question, “What 
do you especially want and look 
for in a suit?” 47.2 per cent said 


/15.8 per cent; 


fii. Other replies were divided as 
follows: Quality of material, 45 per 
cent; style, 40.9 per cent; color, 31.9 
per cent; wearing quality of suit, 
27.8 per cent; ability to hold press, 
tailoring, 12.4 per 
cent; price, 12 per cent; conserva- 
tism, 10.1 per cent; appearance, 10 
per cent; pattern, 6.5 per cent; 
hard-finish material, 6.3 per cent; 
cut or design, 5.5 per cent; texture 
of fabric, 4.1 per cent; comfort, 2.3 
per cent; brand, 1.9 per cent; a 
suit which will fit an odd-sized 
figure, 1.8 per cent; wool worsted 
material, 1.1 per cent; tight weave 
material, 1.1 per cent; linings, 1 
per cent; two pairs of pants, 1 per 
cent; tweed material, 0.3 per cent; 
miscellaneous, 3.8 per cent. The 
same results were secured with a 
question worded differently. 

In answer to the question, “As- 
suming that you are in a 
where you like to buy 
which would you prefer?” 
cent of the men 
nationally 


store 
clothes, 
59.9 per 
interviewed said 
advertised brands, 17.1 


per cent said store brands and 23 
per cent were pon-committal. 

When the men were asked, “With 
what nationally advertised brands 
of clothing are you familiar?” 65.6 
per cent said Hart Schaffner & 
Marx, 33.7 per cent said Brand B, 
31.3 per cent Brand C, 13.2 per cent 
Brand D, 10 per cent Brand E, 7.8 
per cent Brand F, and 1.1 per 
cent miscellaneous. When the men 
were asked why they preferred the 
brand to which they gave first place 
they gave these reasons: advertis- 
ing, better wearing qualities, better 
style, better fit, better workman- 
ship, satisfaction with previous 
purchases, reliability, reputation of 
manufacturer, ability to hold shape 
and press. 


Views of Advertising 


Of the men interviewed 49.6 per 
cent had more confidence in the 
advertising by manufacturers of 
national brands of clothing while 
28.8 per cent had more confidence 
in retail store advertising. Those 


TWO PAGES FROM FALL CLOTHING CAMPAIGN 
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who were non-committal repre- | 43.2 per cent said it was because the 


sented 21.6 per cent of the total. 

In giving reasons for. having 
more confidence in advertising by 
manufacturers of national brands 


HOSE same test pits which know so well 
the tread of two-tone convertibles are 
feeling the impact of husky trucks today. 


The same factories and mills and shops 
that have stocked this nation with bounte- 
ous supplies of living goods are now begin- 
ning to load its arsenals with articles of 


defense. 


The same 


men who have steered this 


country to its place as industrial power 
number one...are now engaged in making it 
the most impregnable fortress of them all! 


These men are Management. 


It’s their job to take gigantic plans, break 
them down into their many parts, and then 
fit the pieces back into one finished whole. 


It’s their job to select materials, organize 
machinery, train men; to start and keep 
that combination moving. 


It’s their job simply to do the things 


they’ve always done. 


.. With more speed 


...with swift conviction ...and in far 
greater volume! 


So, their need for business news takes on 
an added accent. With the pace of business 
quickening, its communications must keep 
stride. Here, should be the maximum of 


accurate news-handling. 


And here it is. In Business Week. 


Here, too, is a record of known authority 
...a screen set up to filter out the facts and 
speed them on. In Business Week, manage- 
ment men find counsel, advice, and forecast 


...and one thing more: 


They find a second kind of business news 
that’s just as vital to their job as any other! 


In the advertising pages of Business Week 
they make contact with the sellers of busi- 
ness equipment, raw materials, advertising 
services, and a host of other goods that 
management is buying almost daily. 


Yes, here...in the pages of Business Week 
...these influential men of management do 
two jobs at one sitting. As they eagerly 
shop for business ideas, they also shop for 


business goods! 


BUSINESS WEEK 


Active Management’s Magazine 


UP .. With Business Week's cover thermometer indicating a 1940 high in business activity, c 


ertain facts on in- 


side pages are in perfect harmony. For example, Business Week's advertising volume is swinging upward too. 


Its six-months’ gain in advertising pages was nearly twice that of all other general business magazines together! 


manufacturer must maintain his 
good reputation by standing behind 
his product; 24.8 per cent said be- 
cause large concerns are better 
equipped to turn out a quality 
product; 4.2 per cent said lack of 
confidence in the store, feeling that 
its sole aim is to sell suits; 2.8 per 
cent expressed satisfactory experi- 
ence with nationally advertised 
clothes; 2.5 per cent said the manu- 
focturer is better established, bet- 
ter known, therefore has greater 
confidence; 1.8 per cent said the 
manufacturer can give better qual- 
ity because his volume is greater; 
1.4 per cent said nationally adver- 
tised clothes are more expensive, 
therefore they must be better; 1.4 
per cent said the manufacturer is 
less likely to indulge in false ad- 
vertising; 0.9 per cent said the na- 
tional brand is better advertised 
and inspires more confidence, and 
17 per cent gave miscellaneous 
answers. 


Fit Is Salient Factor 


| Answering the question, “In buy- 
ing a suit which do you rely on 
more—the manufacturer, the store, 
no preference or don’t know?” 58.3 
per cent said they rely on the store 
more, 28 per cent said on the 
manufacturer more, and 13.7 per 
cent were non-committal. 

In view of the importance of the 
matter of fit in the mind of the 
purchaser of men’s clothing the 
Hart Schaffner & Marx fall promo- 
‘tion program has been built around 
| the theme of “Double Checked Fit.” 
Eech Hart Schaffner & Marx out- 
let will be supplied with a large, 
‘framed pledge in which the dealer 
manifests his determination to meet 
the expressed wishes of the 
customers. 


Schedule of Advertising 


| National advertising will include 
‘full color pages in the September, 
|October, November and December 
issues of Esquire; a black and white 
| page in the Oct. 5 Collier’s and an 
inside front cover in color in the 
Nov. 16 Collier’s; a black and white 
page in the Oct. 28 issue of Life; 
‘and an inside front cover in color 
‘in the Sept. 21 issue of The Satur- 
day Evening Post. An extensive 
(Continued on Page 30) 


Which half-tone dot is best 


for newspaper advertising 


engravings? 


SEND ¢) 
for this FREE FOLDER 
on newsprint engravings 


It gives you the result of latest research by 
engraver and electrotyper working together 
to improve newspaper reproduction. Here 
may be the answer to YOUR news half- 


tone problems! 
The Rapid Electrotype Company 
Cincinnati, Ohio 
“Ally of advertisers since 1897” 


7 os = 
; ha 
| a ‘ee £2 a. 
a - = s oa ‘ ~ “a 
. » <« ; MF PS w ‘ ; 3 
‘ °° « , nm 
a hig ‘ ' Ri) / ‘\ 3 a 
a. , ‘ 
SS . . ; = y i \ \ 
. a (,. 6 < Kept Sr ate = 4 - ed 
— at wy 
- ~~. - A ; 
N3 , @ , J } We < | 
. , * , a , — 
—_ aa | Lb <. 7. 
ee —- 

j 

C4 

| F 

C @ 4 

| : 

P - 3 ne 
’ | 7 
ee ee os iglle 

fies 

? 

SS a 

, 

ee a i 
| a — 
_ 
~< ¥ 
ial 
__ ee 
ee 
Pe se 
Stop 
° RY os the Koy Nb bays . 2 
4 ~" oe. - 
i / \ P 4 . 
ee a 2 
| ae © 
Be a a ee ip Se. Be ay ee 
SON a ti rl + ey he 7 ee eer Nie, ee * », 2 ioe et Be gat a oe ‘5 Be a a 
ciate? ae 3 : ; oo a £ Sake ee. Rai: Sins 878 a ig JUS: eee ee eee a3 af = aap Be as. Ss 7 oat ee ag we. , * Fe tRGrin - Ae 


ADVERTISING AGE 


August 19, 1949 


Cigaret Taxes 
for Year Yield 
U. §. 533 Million 


(Continued from Page 1) 


of gold into Uncle Sam’s treasury. 

Other cigaret manufacturers di- 
rectly concerned had nothing to say 
this week, apparently feeling that 
they could add little to the facts 
set forth in the American Tobacco 
Company’s presentation. How the 
76-page booklet appeared so 
promptly in the wake of the suit 
is explained in a letter by George 
W. Hill, president, addressed to his 
stockholders. Mr. Hill said that the 
management anticipated an unjus- 
tified attack and prepared for it 
with a factual statement about the 


American Tobacco Company and 
its service to the public. 

“And by the public,” he com- 
mented, “we mean farmers, dis- 


tributors, consumers, employes. 

We make no apology for the growth 
of this company. It is an honest, 
lawful growth. It has been achiev- 
ed by hard work, by good quality 
products, by sound merchandising 


and by effective advertising. To- 
bacco men are workers. They fight 
keenly for increased business from 
the buying of the tobacco leaf to 
the sale of a package of cigarets.” 


Purpose of Suit 


Mr. Hill asserted that the anti- 
trust suit was brought against the 
industry for one purpose: “To re- 
pudiate established economic prin- 
ciples and to promote economic 
theories wholly foreign to Ameri- 
can principles of fair competition 
and individual enterprise—theories 
which have never received sanction 
in the law courts of this country.” 

The Federal Trade Commission, 
like many other government agen- 
cies, is liberally quoted in the book- 
let. One excerpt gives results of 
an investigation by the FTC: 

“No indications were found that 
manufacturers exchange informa- 
tion among themselves concerning 
the customers on their direct lists 
or that they cooperate in selecting 
their direct accounts. Most manu- 
facturers make use of public credit 
associations in determining an ap- 


plicant’s responsibility but this is 
not a cooperative activity among 
them and the service is not con- 


fined to the tobacco industry. 

“It does not appear that there 
are any understandings among 
manufacturers or with associations 


to prevent their selling to subjob- 
bers or other classes engaged in the 
tobacco trade. In many instances 
concerns which formerly operated 
as subjobbers increase their volume 
of business and are accepted by 
manufacturers as direct customers, 
thus becoming jobbers.” 

In the investigation which culmi- 


nated in the 1937 report of the 
Agricultural Income Inquiry, the 
Federal Trade Commission con- 


cerned itself particularly with the 
question of competition in the in- 
dustry since 1911, according to the 
new analysis, which quoted the 
FTC as follows: 


Competition Is Keen 


“Competition for the cigaret bus- 
iness has existed and still exists 
between these former units of the 
American Tobacco Company , 
No evidence was found indicating 
that manufacturers of cigarets, ci- 
gars, smoking and chewing tobacco 
have actively cooperated for the 
purpose and with the effect of less- 
ening competition among them- 
selves. 

“There is no central organization 
or trade association of manufactur- 
ers for standardizing or regulating 
trade practices or prices or terms 
of sale. The available information 
indicates that substantially the 
same terms and discounts have been 


Mr. Maxey Hewitt, 
Classified Advertising 
Banner end Tennessean, 
Nashville, Tennessee. 


Dear Mr. Hewitt: 


You will be interested 
fiscal year, June 1939 


in Davidson County. 


1933. 


credited for prospects 
Realty Company, Inc., s 


property that we sell, 
from Classified Adverti 
newspapers, 


WLB-m 


qualifiedly says that these 
brought the prospects to 
that enabled them to sell 
residential property. 


These newspapers sell everything and 
anything that is of sound value because 


Nashville Banner, 


EVENING 


In fact, over ninety pe 


of Big Results 


This reputable and advertising-minded 
Real Estate firm voluntarily and un- 


DOBSON - BAINBRIDGE REALTY CO, Inc. cuss 


none + 8 eee won 


REAL ESTATE 
SALES-RENTS 
INSURANCE 
MORTGAGES 
INVESTMENTS 
APPRAISALS 
522 UNION STREET 
PHONE 5 @)04 
NASHVILLE, TENN 


August 6, 1940 


Manager, 


in knowing that during our 
to June 1949, we sold more 


than a million dollars worth of residential property 
This was @ great year for us, 
our best since this business was organized in April 


We give you this information because Classified 
Advertising in the Panner and the Tennessean is 


to whom the Dobdscn-Latnbridge 
old nine hundred thousand 


dollars worth of property. 


recent of the residential 
is sold to prospects we get 
sing that we run in your 


Yours very truly, 
Dobson-Fainbridge Realty Company, Inc. 


LE Boareasglats 


Tafnbriage, 


from 


newspapers 
their doors 


$900,000 in 


This is not 


A Story 
Small Ads 


they are read by the entire citizenship 
of Nashville and a great majority of the 
residents in this trade territory. 


exceptional—it is typical. 


Nashville is a better than average mar- 


ket covered 


by two newspapers which 


find a welcome in over 96‘. of the homes 
in the metropolitan district. 


NASHVILLE TENNESSEAN 


MORNING 


SUNDAY 


NEWSPAPER PRINTING CORPORATION, Agents 


Represented Nationally by the Branham Company 
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New York, Chicago, Detroit, Atlanta, Kansas City, St. Louis, Los Angeles, San Francisco, Portland, Charlotte, Dallas 


CHART I 

INCREASING USE OF CIGARETTES IN U. S., 1883-1940 
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Source of data: Reports of the Commissioner of Internal Revenue. 


used for many years and there is 
no evidence that they are the result 
of collusive practices.” 

The analysis gives the following 
highlights: 

As of June 30, 1940, yearly con- 
sumption of cigarets had risen to 
the astonishing figure of 177,684,- 
458,743. 

Notwithstanding the 
increase in Federal 
arets, the cost to the public has 
been reduced substantially. The 
last available data supplied by the 
Retail Price Division, Bureau of 
Labor Statistics, U. S. Department 
of Labor, show that in June, 1940, 
the average retail price per pack- 
age of 20 was 14.3 cents, including 
the then Federal tax of six cents 
and recently enacted state taxes of 
varying amounts. 


tremendous 
taxes on Cig- 


Helping the Farmer 


In 1910, farmers of North and 
South Carolina, Georgia, Virginia, 
Tennessee and Kentucky were 
chiefly dependent on cotton. The 
farm value of this crop in those six 
states was $330,000,000, that of to- 
bacco, $65,388,000. In 1939, the 
value of cotton was $153,386,000; 
tobacco, $246,131,000. 

By aggressive merchandising 
methods, the cigaret companies 
have increased home consumption, 
particularly offsetting decline’ in 
exports of tobacco. 

American Tobacco Company pro- 
vided employment for 27 per cent 
more 1939 than in 1929 
The company not only pays wages 
above the average but has_in- 
creased wages substantially during 
the past three years 

After all costs are paid, the 
United States takes 83 percent of 
the net, leaving 17 percent for the 
cigaret manufacturer. 


persons in 


NBC Promotes Murphy 


William J. 
the central 
partment of 


Murphy, member of 
division continuity de- 
National Broadcasting 


Company since 1932 and assistant 
editor since 1937, has been ap- 
pointed continuity editor He suc- 


ceeds Ken Robinson who resigned 
to join Neisser-Meyerhoff, Chicags 


Photography Paper Sold 

Guildhall New 
York, has purchased Photographic 
Retailing from the Photographic 
Press, Chicago Editorial offices of 
the business paper will be moved 
to New York. Howard Shonting has 
been appointed editor 


Publications, 


New Assignments 
in NBC Spot Sales 


Donald G. Stratton, formerly net- 
work and spot sales representative 
for National Broadcasting Com- 
pany in the Cleveland district, will 
handle spot sales in an expanded 
area including the Cleveland, De- 
troit and Pittsburgh territories 
Other new sales territorial assign- 
ments for the spot sales division 
include the appointment of Elmer 
Kettell, formerly with Printers’ 
Ink, as representative for New 
England, and J. S. DeRussy, for- 
merly with Station KYW, Phila- 
delphia, to cover Newark and 
Philadelphia with several agencie 
and accounts in New York. 

Gil Berry, formerly with the 
Katz Agency, Kansas City, ha 
joined the spot sales department of 
the central division of NBC as a 
member of the sales staff. 


Crystal Cave Appoints 
Crystal Cave, near Kutztown, Pa., 
has appointed Beaumont, Heller & 
Sperling, Inc., Reading, Pa., to han- 
dle its account. Newspapers and 
outdoor advertising will be used. 


Corning Protects Prices 

Corning Glass Works, Corning, 
N. Y., announces that it has ob- 
tained 45 injunctions against retail- 
ers for failure to maintain Pyrex- 
ware prices. 


Lommuai 


IN THE 9: RETAIL MARKET 


STP 


The Northwest's Leading Radio Station 


NBC 
BASIC RED NETWORK 


MINNEAPOLIS 
ST. PAUL, MINN. 
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GETS SPECIAL POST 


| 


Thomas D. Connolly, sales promotion 


executive of Columbia Broadcasting 

System, who has been appointed to the 

newly created post of manager of CBS 
merchandising service. 


Radio Artists 
Remain Neutral 
in Music Fight 


New York, Aug. 14.—Despite the 
solidarity evinced by radio broad- 
casters at last week’s convention 


by backing Broadcast Music, Inc. | 
against | 


to the hilt in the battle 
ASCAP, the latter organization 
hinted today it has several aces in 
the hole that may be utilized as 
the controversy progresses. 

Indicative of the nature of the 
new ammunition was the stand 
taken by Bing Crosby, who de- 
clared in Hollywood that he will 
retire from radio work unless he 
can use ASCAP music. Unfortun- 
ately for this threat, Crosby is 
under long-term contract to Kraft 
Cheese Corporation. 

The same position will be as- 
sumed by other leading 
artists, an ASCAP spokesman pre- 
dicted today. He added that the 
musicians’ unions will also be 
heard from because they “won’t be 
deprived of the music they want 
to play.” 


Artists Are Aloof 


The viewpoint expressed by Mr. 
Crosby attracted interest here be- 
of the active role he has 
played in the development of the 
American Federation of Radio 


cause 


Artists. Emily Holt, executive 
secretary of AFRA, however, in- 
sisted today that the source of 


music made available to members 
doesn’t concern the organization. 
She added that AFRA has _ not 
taken an Official position on the 
current controversy. 

The ASCAP hope of assistance 
from musicians seems to be based 
largely on wishful thinking. While 
the national organization is ap- 


KAUFMANN & FABRY CO 


ance to the broadcasters in their 
fight. 


Two Join MacManus 


Robert K. Edmonds has joined 
MacManus, John & Adams, Inc., 
and will be a member of the Pon- 
tiac Motor Division group on copy 
and contact. George M. Black Jr. 
has been added to the staff to 
handle copy and contact for Altes 


|Lager and Altes Imperial beers. 


With “Store Selling” 


Department Store Selling, Cleve- 


land, has appointed Mrs. Rose Cald- | 
well editor and James A. Kridel | 


sales representative. Saul Silver- 
man is in charge of Eastern sales. 


parently neutral, a San Francisco | 


/musicians’ local has pledged assist- Expiration of 


Minnesota Tax 
Keys SOI Copy 


| Chicago, Aug. 15.—Announcement 
by Standard Oil Company of Indi- 
ana of a reduction of one cent a 
gallon in its prices of gasoline to 
dealers and consumers in Minne- 
sota Sept. 1, when the Minnesota 
state emergency tax of the same 
amount expires, is being featured in 
the company’s advertising in Min- 
nesota newspapers during August. 

Minnesota motorists will save ap- 
proximately $1,500,000 this year and 
about $5,000,000 a year thereafter 
|as a result of the removal of the one 
|cent tax, it is estimated. The emer- 


gency tax went into effect in 1937 
when the Minnesota gasoline tax 
was increased from three cents a 
gallon to four cents to raise money 
to match federal funds for highway 
construction. It was extended in 
1939 to expire Aug. 31, 1940. 


| 
Prentice-Hall Agency 
Prentice-Hali, inc., New York 
| publisher, 
Brodie, Inc., New York, to direct its 
| advertising. Newspapers, maga- 
zines, business publications and di- 
rect mail will be used. 


| wan Ss 
Appoints W. D. Carah 
William D. Carah has been named 
sales promotion manager of Trans- 
portation Engineers, Inc., Detroit 
commercial body maker. 


has appointed Green- | 


Join “Fruit Grower” 

Edward Meister Jr., who gradu- 
ated from Yale this year, and 
Richard T. Meister, who has just 
graduated from Cornell University, 
have been appointed advertising 
|manager and field editor respec- 
| tively of the American Fruit 
Grower, Cleveland, of which their 
| father, E. G. K. Meister, is pub- 
| lisher. 

Dismisses Tire Suit 

The government’s suit against 17 
auto tire companies under the 
Sherman Anti-Trust Act, charging 
unlawful agreement on prices of 
tires sold to the government, has 
been dismissed by Federal Court on 
the grounds that the government 
was not a “person” within the 
meaning of the act. 


radio | 
KLZ’s new directive antenna system 


combines with a five-fold increase in 
night-time power to provide a power- 


full investment for sponsors who are 


more interested 


homes entered than in number of square 
miles of country covered. KLZ now ap- 
plies its full force on the population 


centers of the Denver-Rocky Mountain 


region... the places 


gather, live and buy. The result: 16°, 


more homes in the daytime . . 


more homes at night. 


in number of radio 


where 


people 
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White Ow! 
Derides Claim 
of Competitor 


New York, Aug. 13.—With sev- 
eral major gasoline 
already engaged in give-and-take 
recriminations about rivals’ claims, 
another important advertising clas- 
sification appeared on the brink of 
a competitive skirmish today. The 
bars were lowered last night when 
General Cigar Company let fly 
with a few pointed remarks, ap- 
parently aimed at Bayuk Cigars, 
Inc. 

The occasion for the latest out- 
burst was the Raymond Gram 
Swing broadcast in behalf of White 
Owl cigars, heard over 71 stations 
of the Mutual Broadcasting Sys- 
tem. Taking other cigar manufac- 
turers to task for claiming that 
consumers are now receiving for 
five cents cigars formerly priced at 
ten cents, the White Owl commer- 
cial proclaimed its refusal to “in- 
sult the intelligence” of listeners 
by making such claims. White 
Owl indicated that it confined its 
own bid for patronage to the con- 
tention that it represents the best 
possible cigar value for a nickel. 

The formerly - a - dime - now - a - 
nickel appeal has featured the com- 
mercials on Bayuk Cigars’ “Inside 
of Sports” programs in behalf of 
Phillies, also heard over an MBS 
network. In this case consumers 
have been advised that today’s 
Phillies at five cents are precisely 
the same cigars “that were good 
enough to become America’s largest 
seller at ten cents.” 

J. Walter Thompson Company is 
the White Owl agency, while Ivey 
& Ellington, Philadelphia, handles 
the Phillies account. 


The Gasoline Slugfest 


In the gasoline field the competi- 
tive fight was launched by Conti- 
nental Oil Company last spring 
with a campaign in 1,400 news- 
papers which hailed the elimina- 
tion of “bunk, bragging and bom- 
bast” in fuel copy. Conoco offered 
a new gadget, the “mile-dial,” to 
help motorists gauge the perform- 
ance of this brand of gasoline. 
Opening insertions in the campaign 
showed station attendants empha- 
sizing truthfulness in statements 
about gas and oil quality. 

More recently Gulf Oil Corpora- 
tion started a_ two-fisted drive 
which has outdistanced all others 
in aggressiveness. This advertiser 
insisted that claims by competitors 
that their regular price fuels per- 


advertisers | 


‘Bona Allen Plans 
| Extended Drive 


Bona Allen, Inc., 
tanner, shoemaker and manufac- 
turer of harness, collars and sad- 
idlery, which recently appointed 
| Martin & Morris, Atlanta, as its ad- 
| vertising agency, is planning an 
extensive campaign in radio, news- 
papers, business papers, and dealer 
| promotion. 

Full pages will be taken in Farm- 
Town Hardware, Hardware Re- 
tailer, the Spokesman and Harness 
World and other business papers to 
advertise Latigotan leather and the 
products made from it. Field and 
Stream, Sports Afield, Time and 
other publications will be used for 


throughout the South. Window dis- 
plays and dealer helps will be dis- 
tributed. A test campaign in farm 
publications is planned for Bona 
Allen’s shoes for men. 


Wismer Joins Maxon 
Harry M. Wismer, former sports 


joined Maxon, Inc., Detroit, to help 
service the Lincoln-Zephyr account. 


Saratoga Bans Bills 

Saratoga Springs, 
banned the distribution of hand- 
bills except to persons willing to 
accept them. 


Buford, Ga., 


Old Sportsman Boots and Bona 
Allen’s Bone Dry gun cases. Radio | 
and newspapers will be used 


announcer with WJR, Detroit, has | 


N. Y., has| 


Chain Stores - 
Score Increase 
of 8.3 Per Cent 


Chicago, Aug. 15.—Not only did 
the total July volume of chain stores 
maintain the uninterrupted success 
story of many months, but no in- 


dividual chain organization reported | 


a loss for the month. 
Aggregate sales for July amounted 
to $253,717,119, a gain of 8.3 per 


cent over the $234,346,440 handled a | 


year ago. For the first seven months 
|of 1940, the percentage increase was 
7.6 per cent. 


provide the sensational news, reg- 
istering July volume of $91,058,061, 
for a gain of 14.0 per cent over July, 
|1939. Sears, Roebuck & Co. did 
| better than the field, with an in- 
|crease of 16.9 per cent. 


| Food Chains Gain 


Food chains achieved an increase 
‘of 6.7 per cent, with National Tea 
|Company setting a strong pace in 
/comparison with its business of 
| July, 1939. In the variety and mis- 
cellaneous field, the total gain was 
(4.3 per cent, with Western Auto 


Mail order chains continued to 


} 


SALES OF CHAIN STORES 


ae 


——— July ———_, * Gain ——7 Months—— 
1940 1939 or Loss 1940 1939 
Food Chains 
*Jewel .........$ 2,062,664 § 1,869,714 +10.3 $ 14,789,434 §$ 13,041,363 
*Kroger Groc. & 

Bkg. Co. 19,836,472 18,121,630 +9.5 137,914,356 128,140,552 
*National Tea 4,578,668 4,140,844 +10.6 $2,884,115 29,280,124 
tSafeway Stores. 31,150,335 29,889,743 + 4.2 211,541,968 200,380,668 
Group Total ... 57,628,139 4,021,931 +6.7 397,129,873 0,842,707 

Mail order Chains 
Sears, Roebuck. 51,351,896 43,941,139 +16.9 328,749,926 296,226,587 +11 
Spiegel : 2,493,445 2,468,872 +1.0 26,913,847 25,493,116 
Ward 37,212,720 33,451,508 411.2 241,450,081 219,365,339 
Group Total 91,058,061 79,861,519 +14.0 597,113,854 541,085,042 
Drug Chains 
Walgreen ...... 6,103,620 5,657,237 +7.9 61,890,367 59,064,821 
Variety and Miscellaneous 
Edison Bros. 1,652,976 1,580,369 + 4.6 14,665,928 14,044,385 
Grant, W. T 7,698,386 7,298,045 + 5.5 53,156,866 50,999,001 
Green, H. I 98 3,260,808 + 2.3 20,768,881 20,114,048 
Kresge, S. S 749 11,031,221 +1.7 79,941,796 77,695,111 +2 
Kress, 8S. H 079 6,225,134 +4.6 43,864,003 41,950,797 +4 
Lerner 321 3,246,053 +7.4 20,035,635 19,180,815 +4 
McCrory ; 389 3,157,581 + 5.6 23,351,440 21,995,725 
McLellan Stores 812 1,754,673 +1.8 10,283,278 10,008,229 
Murphy, G. C 085 3,564,323 4+11.3 26,534,745 23,553,812 +12 
Neisner Bros 1,660,354 —5.7 11,364,302 7,860 0 
Newberry, J. J 19 4,132,185 + 2.8 27,150,785 38,168 
Penney, J. C 2,457 19,503,857 +7.0 146,187,680 59,715 
Western Auto 32,000 4,051,000 + 16.8 27,433,000 23,067,000 +18 
Woolworth, F. W 7,300 24,340,150 +0.7 170,542,574 163,089,508 +4 
Group Total ° 98,927,299 94,805,753 + 4.3 675,280,913 638,084,174 
Combined Total ..$253,717,119 $234,346,440 +8.3 $1,731,415,007 $1,609,076,744 


*Four and 29 week period ended July 13. 
tFour and 28 week period ended July 6. 


Buys “McDowell News” 


Paul A. Nafe, formerly feature 


editor of the Christian Science 
Monitor, Boston, has bought the 
McDowell News, Marion, N. C., 


from F. B. Morgan and will take 


| . 
Reappoints Donovan 
|. The Philadelphia Milk Exchang 


|has reappointed Donovan-Arm- 
|strong, Philadelphia, to direct a 
|new campaign on homogenized 
|milk. Newspapers and radio wil 


scoring the largest percentage in-|over active publishing and editing |be used. The drive will get unde: 


crease. 


of the paper. 


| way in September. 


form as well as Gulf No-Nox are | 


not even “within shouting distance 
of the facts.” The drive got under 
way with newspaper layouts pictur- 
ing three birds manning as many 
gasoline pumps. One chirped, “My 
gas is as good as No-Nox,” while 
the others chimed in, “So’s mine.” 
The heading reads: “Says who?” 


CLOSING-DATE CRISES? 


«OKAY! IE | 
THE PLATES ARE : 
coming By || ety 
RAILWAY ‘ 
EXPRESS, 
THEY'LL GET 
WERE ON TIME!” 


@®@ When minutes seem hours, 
phone RAILWAY EXPRESS. Your half- 
tones, mats, electros, booklets, any- 
thing, everything, will be called for, 
rushed at fast, express-train speed and 
delivered direct at low, economical 
rates. Door-to-door pick-up and deliv- 
ery service, days, nights and Sundays, 
in all cities and principal towns at no 
extra charge. Nation-wide coverage. 

For Super-speed use AIR EXPRESS 

4 miles a minute 
Special pick-up — Special delivery. 


RAILWAYG EXPRESS 


AGENCY 
NATION-WIDE RAIL-AIR SERVICE 
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THE HONORABLE PIANO 


~» VERY AMERICAN...AND ALSO CHEAP 


Firry years ago, the Japanese admired 
extravagantly and tried to emulate everything 
American. Among the Samurai, or the Social 
Register families, the United States was the 
smart thing. Every upper class male with yen 
enough took ship for San Francisco. 

Now while Osaki Shindig, a nabob of 
Yamahama, was making his all-American, he 
sent home a large square piano. By letter he 
instructed his servants to uncrate piano, put on 
legs, otherwise let severely alone. 

The first American piano in Yamahama 
was a social sensation. The local gentry came 
out in gangs to gurgle tea, and gape at the 
mahogany monstrosity from a safe distance. 

But Hasitu, cabinet maker of Yamahama, 
was far from pleased. Hasitu suspected that such 
foreign imports might hurt the home trade. 

By the discreet passage of some folding 


money to the Shindig servants, Hasitu and two 


assistants got into the house for a close-up of 


the piano one day when the family was away. 
Quickly, without leaving a telltale finger print, 
they took down the exact dimensions of the 
piano, and made working sketches. 

Three weeks later, Hasitu put on his best 
bathrobe and Sunday sash, and invited all his 
charge account customers in good standing to 
see his version of the Honorable Piano, very 
American, and also cheap. 


Unfortunately, Hasitu hadn't the foggiest 


notion of a piano’s real function. When _~ 
one of his imitation ivory imitation keys ‘ 


was pressed nothing happened. Outwardly it 
was a grand piano, but the guts were missing. 
When Hasitu discovered his grave error, he 
correctly committed hari-kari.. . The Japanese 


have many admirable traits. 


Many & buyer of store display does not 
distinguish between a cabinet and a piano, 
mistakes a Hasitu for a Mason & Hamlin. For 
while most store display is lithographed, most 
lithographic jobs are not store display. A good 
lithographer can be a poor display producer. 

We happen to be lithographers, but our 
product is store display. We leave the 24-sheet 
posters, the packages, labels, letterheads, box 
wraps and colored catalogs to others, claim no 
particular proficiency in those fields. 

We are good lithographers—with a large 
plant, an exceptionally competent staff, fine 
equipment. Some of our presses are unique 
and exclusive in the industry. We pioneered 
in the etched dot, and direct color process. 
We know and practice all the best techniques. 

But for thirty years, all our abilities and 
facilities have been devoted principally to stvre 
display. Our job starts with the function ot 
the display, ends with the window. We be.n 
with an ¢dea rather than an illustration. 


We believe that any store displa 


Ee counter, floor, or window — must 
' stop the prospect, show the 


-S product. sell the story; and 
= ~~. recall and re-sell the 
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Brewer Boosts Des Moines Organizes reau experts predict that the na- place among American cities. 

. ° B e ieve rowt tional total will show an increase Other cities showing substantial 
Michigan Barley Better Business Bureau of about 8 per cent over 1930, as gains for the last ten years are 
Noting that a sample of barley A Better Business Bureau has been . compared with a 16 per cent in- Houston, with a rise of 32.1 per 
grown in Michigan had won highest organized in Des Moines with six crease for the 1920-1930 decade. cent; San Diego, with a jump of 
honors in a national competition | members of the Des Moines Adver- 0 opu a ion 36.5: Jacksonville. Fl: ith 29 ver 
sponsored by the Master Brewers’|tising Club as directors. A full- Trend to Suburbs pear pptee se chee day pngetinag or 
— of yo yg ey time manager of the bureau will Secumpicte returns fram the cent, and Miami, with 54.4 per cent. 
ecker Brewin ompany, Detroit, pe nz 2 ro =“ Rates cra : i 
~ ich used this theme for an in- ” Gussie are Russell F. Lundy, ls 8 Per Cent es ogee <osting — vind oe a Saree 
stitutional campaign in 1939, is ex- | president, Mutual Surety Company gest that they have also been 


panding on the subject this year. 
Four hundred 24-sheet outdoor pos- 
ters using the barley theme have 
been placed on Michigan highways 
while 1,200 street car and bus cards 
are being used in Detroit. 

\ four-page tabloid, “‘Michigan 
Barley News,” has been prepared 
for distribution at county fairs in| 
Michigan’s barley-growing regions | 
and for insertion in county fair is- | 
of the state’s 


of Iowa and vigilance chairman of 
the advertising club; Normal Cassi- 
day, representing retailers; Hale 
Bondurant, sales manager for WHO; 
Dr. Arthur P. Wheelock; Harold 
Klein, assistant to the vice-presi- 
dent, Iowa Des Moines National 
Bank, and A. B. Chambers. 


Fight Marquee Ad Ban 


Many States, Cities 

Provide Sharp Excep- 

tions to Rule 

Washington, D. C., Aug. 15.—A 
slowing down of population growth 
during the last ten years, particu- 
larly in cities, is indicated by 


sues weekly news- Theater owners of Chicago are Statistics which the U. S. Bureau of 
papers. protesting the new Chicago code the Census is compiling from re- 
: which bans advertising on mar-jturns of the Sixteenth Decennial 

WCAU Aids Guard quees and canopies. Mayor Edward Census. 
WCAU, Philadelphia, took space J. Kelly has suggested that the or-| 7. gate, preliminary announce- 


dinance be changed to affect only 
marquees and canopies constructed 
in the future. 


in the Philadelphia Inquirer to urge 
motorists to facilitate the move- 
ments of maneuver-bound troops. 
Copy urged motorists to keep tuned 
to WCAU for frequent traffic bul- 
letins. 


ments of 1940 population have been 
made for 242 cities with 25,000 or 
more inhabitants. The Bureau re- 
ports a total population of 36,045,- 
860 for these cities, an increase of 


Lulich Names LaMonica 


penne John Lulich, Triumph, La., pro- 6.1 per cent over 1930. Their gain 

. . : ducer and bottler of Louisiana for the 1920-1930 period, however, 

Smith Appoints Hill orange wine, has appointed Thomas was 25.7 per cent, or more than 
Lee S. Smith & Son Mfg. Co., P. LaMonica and Associates, Eas- Sous tintes bn weet. 


Pittsburgh, maker of dental sup- 
has appointed Albert P. Hill 
Pittsburgh, to handle 


ton, Pa., to handle advertising. 
Direct mail, point of sale and radio 
will be used. Billie Seither of New 
Orleans is account executive. 


This slackening of growth in the 
cities reflects a condition true of 
the United States as a whole. Bu- 


plies, 
Company, Inc., 
its advertising. 


affected by a movement toward 
suburban communities. Milwaukee, 
Los Angeles, and Washington, D.C., 
for example, all grew less rapidly 
than their surrounding = suburbs. 
San Francisco lost population be- 
tween 1930 and 1940, but this loss 
was more than regained by the 
adjacent territory. Philadelphia, 
Pittsburgh, and St. Louis lost popu- 
lation between 1930 and 1940, but 
preliminary counts show increases 
for their suburban areas. In the 
case of New York, the less densely 
settled suburban areas grew more 
rapidly than the city itself, but the 
growth of satellite cities of 10,000 
or more was slower than that of 
the central city. 

Among cities of 500,000 or more 
population, the only ones showing 
sharp changes between 1930 and 
1940 were Washington, D. C., where 
there was an increase of 36.2 per 
cent, and Los Angeles, with an up- 
swing of 20.9 per cent. Washington 
thereby moved from 14th to 11th 


advertising. Good display helps the consumer, 


retailer, and display buyer. 


pretty cocky, but our customers will confirm 


Window dimensions, store traflic, service our claims. 


counter demands; mixed express shipments, Remember just two things: 
and the cubic capacity of salesmen’s auto- 
mobile trunks; the 1. Q. of retail clerks who Au. pisptay is expensive. The average 
unpack and assemble displays; Southern sun, — display piece costs a dollar to produce. Ship- 
coastwise humidity, steam heat, the life of ink 
the 
offer, 
the special deal, the price promotion; the 
the 


visual competitions, advertising associations, 


ping costs money. Salesmen’s time selling the 
and the structural stresses of cardboard; 


the 


display costs money. Windows sometimes must 


sampling campaign, introductory be paid for in cash or goods. Window and floor 
the But the 


expensiv e display, no matter how much your 


space cost retailer rent. most 


standing, walking or riding prospects; 


purchasing department saved on the printing 


trade practices —all enter into our planning. —_ job, is the one that doesn’t do anything! 


We spend a lot of time and study in main And your store display represents your 


street and back alley stores, follow through on _ products and your firm — to the prospect closest 


our jobs, have collected hundreds of case — to buying. Look at your current displays closely, 


histories. And our angle is that a display is 


a 


The foregoing may sound Wy 


and see the kind of ultimate representation you 
something to sell for you, rather get! So long as you spend for 


than sell fo you. displays, why not get the most 


for your expenditures? 


eae En CO.., inc. 
DISPLAYS THAT SELL 


GENERAL OFFICES AND PLANT © LONG ISLAND CITY, N.Y. 


Preliminary state 
ware, Maine, New 
vada, and Rhode Island also have 
been announced. Nevada shows an 
increase of 20.8 per cent over 1930 
with the 1940 population at 110,014. 
Delaware’s population rose 11 per 
cent, to 264,603. With a 1940 count 
of 845,139, Maine shows a gain of 
6 per cent; New Hampshire, 489,- 
716 and 5.2 per cent; and Rhode 


totals for 
Hampshire, Ne- 


Dela- 


Island, 711,669 and 3.5 per cent. 
Preliminary figures for the 50 
largest cities are as follows: 
City 1940 1930 
(Thousands) 
New York 7,380 6,930 
Chicago 3,384 3,376 
Philadelphia 1,935 1,950 
Detroit 1,618 1,568 
Los Angeles 1,496 1,238 
Cleveland 878 900 
Baltimore 854 804 
St. Louis 813 821 
Boston 769 781 
Pittsburgh 665 669 
Washington, D. C. 663 486 
San Francisco 629 634 
Milwaukee 589 578 
Buffalo 575 573 
New Orleans 492 458 
Minneapolis 489 464 
Cincinnati 452 451 
Newark 428 442 
Kansas City, Mo 400 399 
Indianapolis 386 364 
Houston 386 292 
Seattle 366 365 
Rochester . 324 328 
Louisville 318 307 
Denver 318 287 
Portland, Ore 307 301 
Columbus 304 290 
Oakland 304 284 
Atlanta 302 270 
Jersey City 301 316 
Dallas . 293 260 
Memphis 291 253 
St. Paul 288 271 
Toledo 281 290 
Birmingham 264 259 
Providence 253 252 
San Antonio 253 231 
Akron 243 255 
Omaha 223 14 
Dayton 211 00 
Syracuse 205 209 
San Diego 202 147 
Oklahoma City 200 185 
Worcester 193 195 
Richmond 190 182 
Fort Worth 177 163 
Jacksonville 174 135 
Miami 179 110 
Youngstown 167 170 
Nashville 167 153 


Gets All Whiz Products 
Hollingshead Corporation, 


R. M. 
. , has appointed H. B. 


Camden, N. J 
LeQuatte, New York, to handle 
the entire line of 


advertising of 

Whiz products. The agency was 
named last year to handle promo- 
tion of products of the household 
livision 


Our big free 684-page Premium 
Catalog is worth its weight in 


gold if you are in need of 
premiums. A few words indi- 
cating your problems, addressed 
to department AA on your 
business letterhead, will place 
this book, the Hagn Merchan- 
diser, in your hands within a 
few days. 
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Guild Cloned Shop Contracts 


Newspaper commentators are 
properly disturbed because of the 


Guild in negotiating closed shop 
contracts with publishers. Under 
these agreements, editorial workers 


are compelled to join the Guild in| 


order to get or retain employment, 
and loss of good standing in the 
Guild, through failure to pay dues 
or assessments, carries with it the 
penalty of automatic § discharge. 
Thus the Guild becomes the master 
of its members. 

It has been widely charged that 
the Guild 
munists and others with leanings 
toward the extreme left. 
that its membership has 
opened to others than editorial 
workers means that the latter may 


is dominated by Com-| 


The fact} 
been | 


easily be dominated by individuals | 


whose importance in the conduct 
of the newspaper is_ relatively 
small, but who are in control by 


weight of numbers in determining 
the policies of the organization. 
Just how far the Guild might go 
in depriving a member “good 
standing” because of his profes- 
sional work as a newspaper writer 
has not been determined, but since 
the Guild’s policies on political, so- 
cial and economic subjects are usu- 
ally extreme, a member who took 
the other side, whether 
tivities in the Guild or in his work 
for newspaper, might run a 
serious risk in loss of good stand- 


of 


in his ac- 


his 
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ing in the union and automatic loss 


| of his job if his paper had a closed | 
success of the American Newspaper | shop contract with the Guild. 
We regard it as a serious matter | 


to newspapers, to their readers and 
to their advertisers to run the risk 
of domination of professional edi- 
torial workers, who are in a key 
position to influence public opinion 


on subjects of vital importance to! 


the future of the country, by an or- 
ganization which is charged with 
being infested with Communists 


and to have objectives which are | 


not in harmony with those of most 
American citizens today. 

Newspaper publishers have 
fought some hard battles to avoid 
accepting the Guild closed shop. 
Some of them have discontinued 
publication because the 
nomic burdens which such an 
agreement imposed. Others have 
taken such severe losses, due to 
strikes with a closed shop contract 
as the objective, as to be unable to 
continue resistance. Thus, in order 
to stay in business, they have had 
to sign agreements which de- 
prived some of their loyal editorial 
employes of their freedom 
thought and action. 

The situation has reached a point 
which might well justify advertis- 
ers in considering more vigorous 
support of newspapers which are 
firmly resisting the closed shop 
provisions of Guild contracts with 
all that they imply. 


of eco- 


The Right to Advertise 


The anti-trust prosecution of 
manufacturers of leading brands of 
advertised cigarets, in which ad- 
vertising is alleged to have brought 


about and made possible monopo-| 


listic practices, makes a legal issue 
of what had regarded 
fundamental right of American 
business, namely, freedom to adver- 
tise as much or as little as it sees fit, 
and freedom to spend as much or 
as little money for advertising as 
its judgment indicates is wise and 
proper. 

Now the United States Govern- 
ment hales successful advertisers of 
cigarets into court on 


been as a 


the allega- 


tice can be easily disproved, as a 
matter of fact, and that it can be 
shown that the success of the lead- 


ing advertised brands of cigarets 
does not prevent any other manu- 
facturer from winning access to 
the market in proportion to his 
ability to satisfy public demand. 
No dealer or distributor is under 
compulsion to sell one brand and 


not another; his own selfish interest 
in carrying on a successful business 
the determining factor. 

The Big Four has expanded to 
the Big Five as the result of suc- 
cessful promotion the makers 
of Philip Morris cigarets That 


Is 


by 


tion that through their advertising | suggests active and aggressive com- 


they have been successful in induc- | petition, 
ing such complete acceptance and| changing leadership of 


demand that distributors 
tailers are compelled to 
these products on the manufactur- 
ers’ terms, regardless of whether or 


and re- 


as does the frequently 


the domi- 


nant brands. But the Department 


handle| says that too much and too suc- 


cessful advertising 
listic practice. 


is a monopo- 


If that turns out to 


not they are satisfactory. This, it| be the decision of United States 


is alleged, is monopoly in violation | courts, 


of the Sherman anti-trust law. 


We have no doubt that the | freedoms 


charges of the Department of Jus- 


American business will 
have lost one of its most precious 
The will 


awaited eagerly concerned 


be 


conclusion 
by 


all 


|advertisements 


“Give me a demonstration some 


TOUGH PROBLEM FOR THE SALESMAN 


| me 
Fe 


American Legion Magazine 


other time—lI'm too busy now!" 


Ad-libbing 


Perfume on 34th Street 

Last year there was considerable 
to-do because several newspapers 
and their advertisers thought up 
the idea of using perfumed ink in 
for flowers, per- 
fumes et al. Now has come James 
McCreery & Co., New York de- 
partment store, seeking to improve | 
the fragrance of Manhattan in 
doing a bit of promotion for Friend- | 
ship’s Garden, the sweet-smelling | 
name given a new toilet water put | 
out by Shulton, Inc. 

We quote from the release sent 
us: “This fragrance, reminiscent 
of moonlight-and-lace loveliness of 
the deep South, was inspired by an 
old-fashioned Southern garden and 
has for its motif the language of 
flowers. McCreery’s will spray the 
scent from two end abutment win- 
dows on the 34th street side. In| 
addition, there will be window dis- 
plays of a nightgown and bed jacket 
ensemble inspired by Friendship’s 
Garden with its’ profusion of 


|flowers, blue birds and festoons of 
;yellow rope against a white back- | 


of 


ground.” 
Don’t rush, folks. The promotion 
ended a week or so ago, and pre- 


sumably 34th street has returned 
to its good old, folksy Manhattan 
odor. But it does sound like a 


pretty good idea. 


Ladies and Gentleman 

The accompanying advertisement 
is one in the effective series being 
run by the United Brewers Indus- 
trial Foundation in support of its 
“clean-up or close-up” program. | 
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|This one first caught our eye be- 


‘cause of the cheerful picture of 
iconviviality. But when we looked 
more closely we saw only two 


glasses of beer, although there are 


|distinctly four people at the table. | 
| Why is this? Why aren’t these gen- 


tlemen treating the ladies? Not 
only are they not treating, but each 
seems to be holding onto his glass 
in a most determined fashion. 


Tribute to Wanamaker 
Recommended reading for the 
advertising world is “Growing up 
with Advertising,” by Joseph H. 
Appel. 


era when advertising was new and 
just as exciting as it is now. He 
can and does recall the days when 
Mr. Wanamaker’s efforts in estab- 
lishing the one-price system (Wan- 
amaker did not originate it) were 
the focus of almost national atten- 
tion. Also recalled are the pro 


land con advertisements about cash 


and credit sales. 
Mr. Wanamaker 
of strictly cash 


For a long time 
Was an 
transactions, 


‘though he later followed the trend 


to monthly charge accounts and 
finally to deferred payment sales. 

Like many other associations and 
friendships of long-standing, that 
of Mr. Appel with Mr. Wanamaker 
almost came to an early and un- 
timely end. After a year or 
with the store, Mr. Appel recalls 
that he was persuaded to take part 
in a “revolt” against a jubilee cele- 
bration. The “revolt” resulted in a 
week’s “furlough.” 


so 
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In which the ladies seem to be slightly ignored. 
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Information 
for 
Advertisers 


| The following documents may be 
|secured without charge from com- 
| panies sponsoring them, or throug 
| ADVERTISING AGE, by any nationa 
‘advertiser or advertising agency 
| executive writing on his business 
letterhead. 
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|No. 1693. Service Departmen: 
Scrapbook. 

| In this illustrated booklet, th 
boys from Syracuse show hoy 


Radio Station WSYR does a mer 
chandising job for the advertise: 
who use WSYR facilities in accom- 
plishing their marketing objective: 
Window displays, dealer helps, pub- 
licity, program advertising and 
other aids are described in detail. 


No. 1694. 
Readers. 
When the Marketing Researc! 
Department of Fawcett Publication 
wanted the lowdown on its mer 
readers, it went, appropriate], 
enough, to The Wm. J. Burns In 
ternational Detective Agency. Thx 
results of the investigation are tab- 
ulated here, and cover informatio: 
on ownership of homes and auto 
mobiles, magazine readership, hob 


Fawcett Men's Grou 


bies, buying habits and so on. 
|No. 1695. Quiz—with All the An 
swers. 


The Wilmington News - Journa 
has issued this quiz on the marke! 
comprised of Delaware and _ th 
Eastern shore of Maryland. Th 
answers are here, too, providing 
'some interesting facts about popu- 
\lation, spending power and news- 
"paper coverage. A map of the 
‘trade area is included. 


|No. 1696. Gallup Method Prove 
Effectiveness of Roto. 

The justly famous Gallup method 
was utilized by Kimberly - Clark 
|Corporation for this study of reade: 
‘traffic of Sunday newspapers. In- 
terviews were divided equally be- 
|tween men and women, and fou: 
occupational classes were repre- 
|sented. A large graph shows the 
‘average page traffic for the various 
| sections of the papers studied. 


No. 1650. Power 
Counts. 


| Radio Station WHAS has issued 
this brochure on the Louisville 
_ market, its population, industries, 
employment, telling, as well, about 
the station’s facilities and listener 
acceptance. Some sales successes 
are recounted, and trade aids are 
described. 


No. 1665. Review of Business. 


The Dallas Morning News issues 
this monthly bulletin which reports 
the news of weather conditions, 
crops, retail sales and other evi- 
dences of business conditions in 
Dallas and its trading area. 


No. 1677. WTAG Data. 

Radio Station WTAG, Worceste! 
Mass., has issued this file folder of! 
material about its coverage, servic 
and audience acceptance. Market 
data on population, income and e& 
penditures are included. 


Where It 


No. 1686. The Story of Gimpy 
Gale. 

The Curtis Publishing Compa! 

uses the newspaper memories 0! 


Gimpy Gale to trace the story of 
cellophane and its rapid reduction 
in cost with increased use, pointing 
out that the bulk of cellophane 
advertising has been carried in T/e 
Saturday Evening Post and Ladivs 
Home Journal. 


No. 1687. A Farm & Ranch Stu 

In this booklet Farm & Ranch 
dissects advertising and selling '" 
the Southwest market in towns of 
less than 20,000 under the engag 
title of “The Traveling Salesn 


g 


" 


and the Farmer’s Daughter.” ! 
points up to the importance of f 
advertising and Farm & Ranch 
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ADVERTISING AGE 


On which network 
well your program reach most people? 


The National Broadcasting Company gives the answer in the results of radio’s most significant research project — 


Radio's First 
All-County Census 
of network 
listening habits 


revealing the preferences of 166,000 listening families -in every county in the United States... 


WE ASKED TWO SIMPLE QUESTIONS: 
1. What radio stations do you 
listen to regularly? 


2. Which af these stations do Vou 


listen to most? 


W here can you get the largest audience for your 
program? Every experienced time-buyer realizes that the 


answer to this question depends on numerous factors: 


Whom do you want to reach? 
What time is available? 


What programs are on in competition? 


What types of programs are they? 


What program will you follow? 
What program follows yours? 


But more important than all of these is ‘On which net- 


work will your program reach most people?”’ 


WHAT DETERMINES STATION AND NETWORK VALUES? 


Network or station values are determined by these egua//y 


Important factors: 
1. The entertainment value of its programs. 


2. The clarity and dependability with which those pro- 


grams can be heard. 


3. The geographical extent to which such service is 


available. 


Such network or station values can only be measured in 
terms of the effect which programs and reception have on 


the listening habits of the radio families in its coverage area. 
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WHAT DO PEOPLE DO? 
Not only ‘Where’? but “ How Well” 


Advertisers not only want to know were a station or 
network can be heard (coverage) but where it is listened 
to regularly (coverage plus programs). 

More important still you want to know ow much it is 
listened to how good a job it does — Aow we// it com- 
pares with other stations or other networks. Which net- 
work is the best which has the greatest audience 


which one is listened to most. 


WHAT FACTS ARE KNOWN? 


Engineers have given us invaluable information, based 
on signal strength, as to where stations caw be heard. 

The Cooperative Analysis of Broadcasting (CAB) Re- 
ports on Program Listening and Station Listening, and 
the Hooper Coincidental Studies, have made mayor con- 
tributions to our knowledge on how much programs and 
stations are listened to —but only in relation to a /7mited 
and relatively small section of the radio audience. 

These basic facts have been further amplitied by NBC 
with exhaustive studies of audience mail. 

Unfortunately these regular station and program ratings 
reflect conditions in only 33 cities at most representing 
less 


only 29.7 of the total United States radio audience 


than one-third of radio’s mighty circulation. 


WHAT ABOUT THE OTHER 19,000,000 RADIO 
FAMILIES? 


These program ratings cannot be projected accurately 
to the balance of the country since they are purposely 
taken where transmission and reception conditions are 
practically equal for all networks. And obviously the sfa- 
tion ratings are limited to a study of listening habits in 
only 38 counties giving no data whatsoever for the bal- 


ance of 3,034 counties. 


MANY SURVEYS--BUT NO NATIONAL ANSWER 


It is true that practically every station has made a listen- 


ing habit survey at one time or another BUT such sur- 


vevs have been restricted almost entirely to station cities 


es 
‘ and relatively few rural counties near station cities. 
“i Variance in time and methods have produced conflict- 


ing and non-comparable data. 


So two years ago NBC started to lay the groundwork 
for radio’s greatest study of station and network listening 
habits. 

After reviewing all station and network studies, includ- 
ing those of the FCC, the Joint Committee on Radio 


Research (ANA, AAAA and NAB) in 1938-39, NBC 


a 


conducted a preliminary listening habit study in 300 ur- 


ban and 600 rural counties. 


HOW CAN LISTENING HABITS BEST BE STUDIED? 


Twelve months of painstaking experimentation on survey 
technique and methodology finally bore fruit...6 months 
of special studies by Dr. Lazarsfeld, Director of the Office 
of Radio Research of Columbia University, showed that 
mail questionnaires, properly prepared, could be de- 
pended upon to give a good measurement of the relative 
position of different stations in family listening habits. 
37 distinct field tests then were conducted to determine 
important details of technique, wording of questions, 


type of questionnaire, etc., ete. 


NBC WAS NOW READY TO CONDUCT THE 
MOST IMPORTANT RESEARCH INTO NET- 
WORK LISTENING HABITS IN| RADIO. HIS- 
TORY...THE FIRST ALL-COUNTY CENSUS TO 
DETERMINE STATION CIRCULATION AND 
PREFERENCE ~DAY AND NIGHT 


—~\e 


Radios First 
All-County Census 


OF NETWORK LISEENING HABITS 


On February 8th, 1940, NBC launched the most 
extensive census of listening habits ever undertaken. Ques- 
tionnaires Were sent on their way to 1,425,000 families. 
The answers were written by 166,000 radio listening fam- 
ilies, in their homes, in family consultation — in every one 
of the 3,072 counties in the United States. Here was no 
study restricted to station cities but one which for the 
first time in radio history probed into radio homes in 
every county, every part of every state rural and urban 


alike 


from coast to coast. 


TABULATION BY C. E. HOOPER, INC. 


Directly into the capable hands of C. E. Hooper, Inc., 
was placed the all-important task of tabulating the census 
returns the listening habits, preferences of 166,000 radio 
families involving over one million mentions of station 
call letters! 

Never before has such a gold mine of practical, usable 
information on network listening habits and preferences 


been available to radio advertisers. 
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through which 1,425,000 questionnaires 


‘The 4,926 post oftices 


were mailed 


“Every county heard from!” reports ©. ¥. HOOPER 


yw * *.e° the . 


.? 
*,* 
eo” 


The quota from every state was equalled or 
exceeded —a return of 13.5% from all radio families 
addressed, equivalent to one out of every 168 radio 


families in the entire United States. 


OVER ONE MILLION STATION VOTES CAST 


Call letters of every radio station regularly heard in 
the United States Canadian, Mexican, Cuban as 
well as United States stations stations of every 
network, and independents as well, now had to 
be tabulated. 

These one million call letters were tabulated by 


C. k. Hooper, Inc., separately for night and day lis- 


tening. Giving each county its correct evaluation in 
terms of the number of radio families it contained, 
Hooper then translated the results into nation-wide 
network circulation and network preferences. Re 
gardless of whether a family listens regularly to one, 
two, three or even more stations of a single network, 
C. k. Hooper credited that family only once to 


the network concerned. 


NOW WE PRESENT HIGH-SPOTS OF 
RADIO’S FIRST ALL-COUNTY CENSUS 
OF NETWORK LISTENING HABITS... 
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For the first time 
networks can be measured 
and compared on a scientifically 


uniform base...a major 


achievement 1n radio 


fact-finding history 


CONSIDER THESE CENSUS-PROVED FACTS: 
1. ‘The Red is listened to regularly by 89.1% of America’s listening families. 


2. ‘The Red is preferred—listened to most—by 41.7% more families than 


any other network. 


3. At night the superior programs and outstanding station facilities of the 
Red not only give it a 31.6% advantage in the cities of 100,000 and over, 


but a 50.5% advantage in all the rest of the country. 


4. Daytime Red advertisers will note with no surprise that a 36.4% prefer 
, ence is enjoyed nationally by the Red over any other network. 
da 
aig 5. Never-before available facts about network listening g1ve conclusive proof 
ey that a program rating on the Red means a greater nation-wide audience 


Sor your program (under identical conditions of time and competition) than 


the same rating on any other network. 
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$9.1% of evening listening families 
and 74.7% of daytime listening families 
listen regularly to the NBC Red 


I hese figures are based on the answers to 
the first question. -‘* What radio stations do 
you listen to regularly?’’ Advance research 
proved that answers to this question give 
4 measure of station and network listening 


habits—the stations people cam and dolisten to. 


NIGHT 
91.6% 


Here is a quantitative measure showing 
just where networks are regularly heard, and 
by what proportion of the listening families 
they are regularly tuned in. We believe this 
to be the most comprehensive measurement 


ot network circulation ever obtained. 


REGULAR LISTENING 
rO NBC RED NETWORK 
BY, TIME ZONES 


At night 41.7% more families listen most 

to the Red...in the daytime 36.9% more 

families listen most to the Red than to 
any other network 


[hese figures were obtained from the an- 
swers to the second question—-‘* Which one 


DAY of these stations do you listen to most?”’ 
90.5% Here we find that important qualitative tac- 
5 SY aaa tor for which advertisers have been looking 
a measure of the degree of preference for 
NIGHT one network over another. Obviously the 
61.2% network which most listening families prefer 
One ramssins and listen to most 1s the network which offers 
your program its best opportunity to build | 
maximum audience and sales. | 
Preferred alike by listeners and advertisers 
carrying more of the top rating programs 
than any other network~-the Red is the 


: NBC LEADERSHIP BY TIME ZONES 


Figures on map show percentages by which ii d 
NBC Red leads any other network in number greatest audience and results. 


network on which any program can win its 


of families who listen to it ‘*most."’ 
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Any way you look at it... 


by geographical areas 
by time zones 
by city slze 
by urban or rural 
by station cities or non-station cites 


by day and night 
the network that’s listened to most 
by the greatest number of families 


is NBC Red 


THE NETWORK MOST PEOPLE 
LISTEN TO MOST! 


National Broadcasting Company 


A Rad Corporation of America Service 
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LOOKING AHEAD 


THIS IS A FUNNY TIME TO 
BE ASKING YOU ABOUT CHRISTMAS! 


Did you say Christmas? We said Christmas Don't shove that thermometer under our 
ow don) chow as that lobster-red sunburn We know you havent the beach sand owt of 
voor baie yet, of that poison ivy out of your system. or those visiting Kansas City cousins out 
of svur mountain cottage We know it's summer and (brisimas us far from your mad 


Bur we're thinking about Christmas right now ' You see now ts the tome when we buss with 
pisos. somuer with idees discuss and deliberate dismiss and decide om the thousands of 
de\ghthal gifts thet we cram iste MeCreery's 9 bulging floors at Christmas time 

And since MeCreery is The Big Store That Thinks of the Litthe Things, we're eager to have 
exsctly the gifts you like, im exactly the styles. colors. shapes sees you want So please move 
the’ fan closer, take another wp of that long cool drink and answer the questions that folléw 
—you'll be helping Old Semts McCreery to make stocking-Glling time hope-fuliillmg time 


PS Lf you think the heat has given us winter-on-the-braun. remember McC reery sus over 
Bow ing with oun lotions, moth & mosquite annibilators thousands of cool summer items 


New Liquor List 
Traces Changes 
in Distribution 


Harrisburg, Aug. 12. — Drastic 
changes in liquor prices in the 580 
operated by the Common- 
wealth of Pennsylvania became ef- 
fective today, the State Liquor Con- 


stores 


trol Board reported, with issuance 
of price list No. 24. 
Three new companies _ stocked 


their merchandise in the monopoly 
system for the first time. They are 
Eastern Wine Company and Bards- 
town Distilling Company, both of 
New York City, and Meadville Dis- 
tilling Company, Meadville, Pa. The 
1,185 items listed on the new price 
list included 116 new ones, many of 
them being substitutes of fifths for 
quarts as distillers sought to lower 
their unit bottle price in the face of 
increasing sales resistance. There 
were 336 price decreases and 377 
ncreases. 

Generally, the price trend was up- 
wards, but the list showed such 
erratic changes that new types of 
competition are expected to develop. 
Extremes were represented by Coin- 
treau, Which increased $1.50 per 
bottle, while Planters’ Punch Ja- 
maica Rum decreased 58 cents per 
bottle. Other imported wines and 
liqueurs showed large 
Decreases were led by 


increases 
domestic 
whiskies. 

Because of unsettled conditions in 
the industry, another price change 
s scheduled for October 
determined by 


pliers’ 


Prices are 
marking up. sup- 
quotations 50 per cent for 
Wines, 55 per cent for domestic 
whisky and gin, and 60 per cent 
for imported merchandise. 


Sales Are Larger 


Liquor sales in Pennsylvania fo1 
the fiscal year, ended May 31, 1940, 
totaled $78,154,700, with a profit of 
$16,425,465.73, the State Liquor 
Control Board reports. The figures 
ire exclusive of a State tax 
f ten per cent. 

The State Department of Revenue 
iected $7,199,706.84 on direct 
taxes on beer and liquor during the 


sales 


ear, as follows: Malt beverages, 
$7,183,635.63; distilled spirits tax, 
38.235.57; rectified spirits tax, $6,- 
29.16: wine tax, $906.48, bringing 


ie Commonwealth's alcohol bever- 
ge revenue to approximately $31,- 
0.000 for the fiscal year. 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 
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New York Gets 
Christmas Quiz 
from McCreery’s 


New York, Aug. 12.—New York- 
ers heartily agreed the other day 
when McCreery’s, “The Big Store 
That Thinks of the Little Things,” 
apologized. “This is a funny time 
to be asking you about Christmas.” 
After reading the entire advertise- 
ment, occupying 950 lines in the 
local prints, they probably decided 
that McCreery’s is a pretty good 
store to do business with. 

The copy explained that “Now is 
the time when we buzz with plans, 
simmer with ideas, discuss and de- 
liberate, dismiss and decide on the 


thousands of delightful gifts that we 


cram into McCreery’s nine bulging 
floors at Christmas time.” 

So, though “We know you haven't 
the beach sand out of your hair yet, 
or that poison ivy out of your sys- 
tem, or those visiting cousins out of 
your mountain cottage, we’re eager 
to know exactly the gifts you like, 
in exactly the styles, colors, shapes, 
sizes you want. So please move 
that fan closer, take another sip of 
that long cool drink, and answer the 
questions that follow — you'll be 
helping old Santa McCreery to 
make stocking-filling time hope-ful- 
filling time.” 

George Bijur Inc., is the agency 
responsible for the departure from 
normal. 


“Operator” Out Sept. 1 


Monthly publication of the Oper- 
ator, beginning Sept. 1, has been 
announced by Rock Products, Chi- 
cago. It will be distributed to 5,000 
producers of concrete products, sand 
and gravel and ready-mixed con- 
crete. 


Joins “Young America” 

David Barber has resigned as 
Eastern manager of American Boy 
to join Young America as advertis- 
ing manager. He was previously 
with the New York Herald Tribune 
and Harper's Bazaar. 


Packing for Export 


The United States Department of 
Commerce has prepared a 500-page 
handbook on “Modern Export Pack- 
ing.” 


Join Stack-Goble 

Frederick W. Leo and Paul V. 
Williams, formerly with the Sehl 
Advertising Agency, Chicago, have 
coined the Stack-Goble Advertising 
Agency, Chicago, as account execu- 
tives 


Mrs. Trullinger to Mathes 

Mrs. Florence Trullinger, for- 
merly with Warwick & Legler and 
Young & Rubicam, has joined the 
copy department of J. M. Mathes, 
Inc., New York. 


WSB Boosts Rate 

WSB, Atlanta, has increased its 
evening network rate from $360 to 
$400 gross per evening hour. The 
current rate will apply to present 
users for one year. 


from COVERED WAGONS... x 


to STATION WAGONS! 


@ The Oregon Country has come a long way 


since the days of the covered wagon. If you still 


think of it as a place inhabited chiefly by cowboys 


and Indians it may come to you as a surprise to 


learn, for instance, that there are more electric 


kitchen ranges in Portland, Oregon, than there 


are in New York City. 


And maybe you didn’t know that Portland has 


more municipal golf courses and more golf players 


per capita than any city of its size in the nation. 


And that Washington and Oregon rank second and 


third respectively in automobiles per capita. 


These statistical examples were selected more 


or less at random to illustrate the great and far- 


reaching differences between the West of two-gun 


tradition and the Oregon Country of today. Yet 


many a national advertising schedule is still set up 


without fully recognizing the tremendous sales 


potentialities of the present Oregonian Market. 


Here in this vast and fertile region, comprising 


the natural drainage areas of the Willamette and 


Columbia rivers in Oregon and Southern Washing- 


ton, a million-and-a-half people live and prosper. 


One newspaper will deliver this market to you— 


the newspaper the people of the Oregon Country 


have read and believed in since there was a market, 


ar 


Beverly Gross, Miss Oregon” Golden Gate Exposition 


135,000 
The steady, healthy “read- 130,000 
er-demand” growth in the 
daily circulation of The ‘45000 
Oregonian is shown plain 120,000 | 
ly on this chart. This re 
markable increase in cir- 115,000 
culation has been achieved 110,000 | 
without benefit of pre 
105,000 
miums, purchase or paid 
solicitors, 100 000 
95000 
= 


| 
— 


J 


g 


The only Pacific Coast newspaper ever to receive the 
“Missouri Award” for distinguished service to journalism. 


PAUL BLOCK & ASSOCIATES, National Representatives, New York, Chicago, Boston, Detroit, Philadelphia, Cincinnati, San Francisco, Los Angeles, Seattle 


1933 1934 1935 1936 1937 1938 1939 19490 


THE OREGONIAN 


The Great Newspaper of the West « Portland, Oregon 
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August 19, 1949 


This department is a reader’s forum. 


FINANCIAL COPY IS PERSONALIZED, LOCALIZED 


“Mr. Presno, Yours Is the 40,000th Home 
Bank of America Has Financed Under FHA!”’ 


Each New Home Has Stimulated Industry! Congratulations to Mr and Mrs. Stanley T Presho of Burbank! 
These 60 000 > ence Rend of Amerie d wader WHA ' dt 


ey have just completed the 40,000th home finance 


y ‘ 
America TIMEPLAN loan, insured with the Federal H na A 
~ istration. For the 40,000th time, a prospective California home ler 
Gomme Comment ond = Sand end Grove he anxious to find the most favorable financing plan, has select Bank 
see . ond Ue - ’ 
fom 5 8 a Window ond Hetero of America 
Let Sole Mate ond fh ~_ Cheomng ‘ 
- Aw ovate te As a result, Bank of Americ he natio and ¢ 
i. * 
Pome ond bpeeste streme ~ “Sucbost one in the number of homes fi this manner. F th pore 
— oe Cows ’ alone, it has loaned over $18 00. Other millions have been made 
ae Powering “wane fran available through regular bank loar 
Menem, 06 Ne 
oy ~ _ In Mr. Hey, Manager of his Burbank Branch of Bank of America, M 
ory me Presho found a financial counselor who gave him a helpful, personal 
&:6e0 service right on the ground the same service YOU « 
YOUR nearest Bank of America branch when you are ready to build 
toe —= 
- - _.. 
a ; To aid YOU plan YOUR home =). 
a 1x2 Ash your Bonk of Americe Gronch Manager ter « copy of “Timaplanned y cx 
* Homes,” showing thirty six Colifternie hemes, which, lhe Mr Preshe's hes: % 
| nore Mil te heave been Hmenced through © Bank of Americe TIMEPLAM Loon. in y 
Coment end Lert on Mtoe wured ender PHA. Accompanying: « photograph of cack heme ie on 
el MeCarty Cheney and Oot Wok 
tet Beton he Oamng ont Owens + Veer interesting wometris plan and the monthly peyments the owner 4 mob _ 
oy Oe Themen Boorh, Horry Wemmmemtoping ing See how reasonably you con hove hearthetons of your own! ky & 
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Bank of America 


NATIONAL IR8YS3.% ASSOCIATION 


MEMBER FEDERAL DEPOSIT INSURANCE CORPORATION 


new feeling of personal interest in 
the mind of the reader. 

“Because the naming of names is 
carried through to a logical con- 
clusion in the listing of the firms 
and individuals who participated in 
the actual construction of the home. 
This home employed an impressive 
list of men. The reader has only to 


Bank Advertisement 
That Named Names 


To the Editor: You condensed a 
volume of valuable advice to finan- 
cial copywriters in your issue of 
July 1 with the caption, “Bank Ad- 
vertising Most Effective If About 


People.” multiply it mentally by 40,000 to 

Most of us would concentrate 0n|pe convinced of the truth of the 
this form of presentation, (and) bank’s statement that each new 
here’s the opposition) if people |home has stimulated industry. Be- 


were not so sensitive and secretive |cause this listing must create a 
about their financial transactions. great deal of good will for the bank, 
Rare indeed is the individual who | not alone among the artisans listed, 
will permit the use of his name | but among business people gener- 
in an ad. Rarer still, the use of ally. 
his photograph. Yet Bank of Amer- “Because the final paragraph of 
ica secured both of these rarities, the advertisement takes advantage 
plus a picture of buyer’s home and Of the impression created by offer- 
the names of each of the many ing something that will bring the 
contractors who supplied labor and interested reader into the bank. 
material for its completion. Smart not to use a coupon, but to 

This announcement, by a strange Suggest a visit in person for the 
coincidence, appeared simultane- Purpose of obtaining this book. It 
ously with your able caption, in| Puts a much greater value on the 
the July issue of “Bank Ad-Views,” book itself, and brings the prospec- 
receiving the “Best ad of the tive home builder into the bank 
month” award. The reasons for Where he may be prompted to dis- 
granting the award are, in my opin- |CUss home financing with a bank 
ion, superior to the ad itself: official.” 

“Because from the headline right 
down, to the illustration of the 
bank’s home-plan booklet in the 
lower left corner, this ad conveys 
the idea that home financing is an | 
every day occurrence among the | Mr. Payne Spots 
kind of people the reader knows. Mr. Ekman’‘s Touch 
ad x cae ae pres yh ovr To the Editor: Weren't those two 

: Bois is? ~ .*’ Outstanding Standard Oil and Hast- 
the ad becomes an actuality, in- : 
: : ings piston ring illustrations § in 
stead of something thought up by a. | : 
copy writer and an artist. And fea- — _— of Aug. 5 by the same 

: artist? If so, don’t you think he 
turing an actual photo of the com- deserves recognition”? 
pleted home, instead of an archi- : : 
tect’s drawing, completes the fac- 
tual atmosphere. 


GEORGIA FRIEDMANN, 
Charles R. Stuart, Advertising, 
San Francisco. 


. = 


FRANK PAYNE, 
Adv. Dept., Public Service Co. 
“Because the ad establishes the| Of Northern Illinois. 

bank as the leader in FHA financ- (Editor’s Note: Mr. Payne easily 
ing, and creates confidence in its qualifies as the Sherlock Holmes of 
ability to advise soundly, as well as the advertising field, since both of 
in its genuine desire to be of serv- the illustrations are the handiwork 
ice to prospective home builders. of Stan Ekman, distinguished Chi- 
Because, too, the photographic evi- cago artist. Mr. Ekman apparently 
dence of the congratulations from doesn’t require recognition: he has 
banker to home owner creates a it.) 


Voice of the Advertiser 


Letters are welcome. 


| 
| 
| 


Nominates Wagner 
for Hall of Fame 


To the Editor: I have been read- 
ing quite a few notices about the 
artistic ability of certain advertis- 
ing managers. I don’t believe any 
of these talented gentlemen have a 
whole lot on Hal Wagner, advertis- 
ing manager for Deep Rock Oil 
Corporation, of Chicago. 

Why wouldn't it be a good idea 
to sponsor an art exhibit here in 
Chicago, confining the canvases to 
those produced exclusively by ad- 
vertising managers? 

Henry M. STANLEY, 
Advertising, Chicago. 
v v ’ 


Institute Blueprints 


Robinson-Patman Act 

To the Editor: I am enclosing a 
paper-bound copy of the Food In- 
stitute’s new publication, ‘“Robinson- 
Patman Guide Book,” along with 


Advance 


some notes on what the volume is, shall be happy to receive it. 
why it was compiled, and some of 


the highlights covered in it. 
As far as I know, there has never 


— 


before been an attempt to “blue- Chaos Results 

print” the Robinson - Patman law fr “er Rul 

and methods of complying with it. | om Missing e 

This volume does it by presenting) TO the Editor: You will get a 
in layman’s language the point at kick out of the Brillo-Dr. Price 
issue in all important Robinson- combination in a local paper. There 
Patman cases, settled and pending, . a 
along with a discussion of the prac- BRILLO S NEW USE 
tical meaning, or application, of the 
‘rules being laid down by the Fed- 
eral Trade Commission. One look 
at the index will show how com- 
prehensive has been our coverage. 

I hope that the very newness of 
the approach, plus the practical 
value of the “Guide Book” to every 
line of business, will make it worth 
a note in ADVERTISING AGE. 

G. V. STEVENS, 

American Institute of Food 

Distribution, New York. 


Club to Study 


| Consumer Problem 
| To the Editor: This Club is very 


EASY WAYS 


RED PACKAGE - SOAP-FULLED Pane 


much interested in all consumer 
work and movements, so _ please D*P ICES 11° 
send us reprints of the consumer ie FLAVORING 


articles that appeared in your re- 
cent issues. 

If you have any other literature 
regarding the consumer problem we |are so many possible puns on this 
that I leave it to you to choose the 
best. 


VANILLA, LEMON, ALMOND 
REO ANO GHEEN FOOD COLORS 


HELEN O'NEIL, 
Executive Secy., Advertising 
Club of Oakland. 


Ken W. Howarp, 
Arkansas Dailies, Memphis 


ACTUAL STANDINGS OF TWELVE 
STATIONS IN MAIL COUNT 
AS OF AUGUST Ist, 1940 
Rank _ Stations Power (Day) 

A feature of a current sponsored, 
five-a-week quarter-hour spot pro- ist WMC 5,000 WATTS 
gram is a song book, offered to | 2nd A 50,000 ‘i 
the radio audience for 15c each. } 3rd B 50,000 90 
Latest results show that of the 4th Cc 5,000 ss 
twelve selected stations on which Sth D 50,000 " 
the offer is made, WMC is leading 6th E 5,000 ts 
in pulling the response ... leading 7th F 50,000 7 
by a margin of NEARLY TWO TO 8th G 5,000 6 
ONE the second place station... Sth H 5.000 mn 
leading a list that includes FIVE 10th I 50,000 
FIFTY THOUSAND WATT llth J 5,000 2 
STATIONS! 12th K 5,000 ” 
You can't beat that for results! 


5,000 WATTS DAY 
1,000 WATTS NIGHT 


*N 


Z Details furnished upon request 


L 


WMC | 


BC RED NETWORK * 
OWNED AND OPERATED BY 


THE COMMERCIAL APPEAL 


**The South’s Greatest Newspaper” 
NATIONAL REPRESENTATIVE: THE BRANHAM CO. 


Member of South Central Quality Network 
vis @ KWKH-KTBS Shreveport @ KARK Little Rock 
WSMB New Orleans 


WMC Memp! 
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AUGUST LINAGE FOR CANADIAN MAGAZINES 


aMaclean's 
Mayfair .. 
Canadian Homes & Gardens 
Chatelaine 


National Home Monthly. , 
Canadian Home Journal 
berty ... 


Total Group ..... 


Display, including poultry and livestock, ‘in Comte Farm Papers 


bFree Press Prairie Farmer 
bFamily Herald & Weekly Star 
Eastern Edition ... 
Western Edition .. 
*Country Guide & Nor’- West Farmer 
pWestern Producer ..... 
Farmers Advocate & Home Magazine 
Farmer’s Magazine ........... 
*Canadian Gountryman 
*Farm & Ranch Review 


Total Group ... 
aSemi-monthly; both issues included 
bJuly linage. 
+Weekly, July linage. 


— 1940 -— 1939 . 
Pages Lines Pages Lines 
31.9 22,314 24.6 17,234 
29.6 19.900 31.3 21,023 
21.8 14,648 29.4 19,762 
20.0 14,004 214 14,955 
17.5 12,252 18.2 12,714 
16.2 11,326 17.3 12,125 
22.3 9,582 22.1 9,461 
104,026 107,274 
— 940 ’ 1939 —s 
ay Lines Pages Lines 
27.1 29,794 24.1 26,474 | 
21.3 21,264 23.2 23,171 | 
19.3 19,256 18.3 18,271 | 
18.0 12,934 20.9 15,070 | 
11.3 12,374 13.1 14,414) 
15.9 11,121 16.2 11,313 | 
15.0 10,535 16.2 11,370 
14.8 10,366 16.6 11,631 
9.2 6.601 10 7,318 | 
134,243 .é 139. 032 | 


*Figures supplied by Publishers’ Information Bureau. 


cS issues 1940—4 issues 1939. 


Legal Dangers May 


specialty. 


time. ] 

Charley Chaplin recently filed suit 
against the publishers of Life to 
prevent the distribution of an is- 
sue of that pubication containing 
a picture of him in the role of a Dic- | 
tator of the Double Cross as he is | 
supposed to appear in an as-yet-un- 
released motion picture. The dis- | 
tribution of a part of the issue, 
said to exceed 1,200,000 copies, was 
enjoined, while those already 
shipped were allowed to be sold. 

The ground of the Chaplin suit is | 
two-fold: It is, first, that the pic- | 
ture published in Life was boot-| 
legged from his studios and that 
\s publication violated Chaplin’s | 
common-law copyright in it; and 
second, that its publication consti- | 
tuted an invasion of Chaplin’s right | 
of privacy, contrary to what is 
known as the New York Civil 
Rights Law. 


Has Common-Law Copyright 


With regard to the so-called com- | 
non-law copyright, it should be ex- 
plained that any writer or artist | 
as such a right until the work in 
juestion is published, and published 

ith his consent. Thus, when I fin- 
sh this article, I may do with it 

hatever I wish, and no one can 
mpel me to do anything. It can- 
ot even be reached by legal process 
tthe behest of one of my creditors. 
|may file it away and keep it un- 
ublished for 20 years. Nobody can 
mpel me to do anything else. But 
tanyone takes it without my con- 
ent and publishes it, he infringes 
ny rights just as definitely as if 

e took an automobile of mine and 

nverted it to his own use. It is 


Thirty-Three Years of Sales Promotion 
among the Automotive Trade in the 
Nation's 


MOST MOTORIZED SECTION 


Constitutes the Record of 


MOTOR WEST 


© Far Westerners have the highest 
average buying power found in 
any section of the nation 

® Ratio of Cars and Trucks owned 
per 1,000 population exceeds that 
n any other section. 


MOTOR WEST'S circulation is the 
means for promoting distribution and 
tle of Automobiles—Motor Trucks— 
op Tools and Machinery—Service 
‘arts—Car Accessories . . . through- 


os 


ut the vast Far Western territory. 


Moior West 


“d*motive Trade Authority ef the Pacific Region 
809 Rives-Strong Bldg. 
Los Angeles, Cal. 


Watch Your Picture Material 


By HARRY HIBSCHMAN 


|Editor’s Note: This is the second | 
of a series of discussions of adver-| 
tising and publishing law and legal | 
subjects. The author is a practicing | 
attorney and counselor-at-law, au- | 
thor and lecturer who has made | 
publishing and advertising law his | 
Other discussions will | 
appear in these pages from time to | 


Lurk Behind Photos 


such a property right in the Life 
picture that Chaplin claims and on 
which he bases his suit. 

The situation would be different, 
of course, if some one had taken 
this picture surreptitiously with his 
own camera. Even though he might 
have been a trespasser on the Chap- 
lin lot in Hollywood when he took 


| it, Chaplin could not prevent its 


publication, unless the second 
ground specified in his complaint 
would give him the right to do so. 
For, naturally, one cannot have a 
property right in a picture taken 
by some one else, except under the 
circumstances that we shall discuss 
a little later. The general rule is 


| that, aside from a copyrighted work 


of art, one may photograph what- 
ever one can see, even though it be 


| Mae West or Col. Lindbergh. But 


to take a picture is one thing and 
to use it another. I may be en- 
tirely at liberty to take Miss West's 
picture if I meet her on the street 
or see her in a hotel lobby; but 


,| What I may do with it is a different 


matter altogether. 

That is where the second ground 
of the Chaplin suit comes in: New 
York has a statute under which it 
is unlawful to publish a_ person's 
name, picture or portrait for adver- 
tising purposes or purposes of trade 
without his written consent. Chap- 
lin contends that the use of the 
Dictator picture in Life constitutes 
such a use for purposes of trade. I 
cannot assume, of course, to pass 
upon the merits of the Chaplin case. 
But this may be said: In the first 
place, while a newspaper or maga- 
zine is admittedly published to 
make money, the mere publication 
of a person’s picture on its pages 
does not make that publication a 
use for purposes of trade. If the 
law were otherwise, nobody’s pic- 
ture could ever be published in a 
newspaper without his consent, not 
even that of a Presidential candi- 
date the morning after his nomina- 
tion. If a person is news, in the 
most limited sense, his picture may 
be published with impunity. 


A “Police Gazette” Case 


The leading case to this effect 
was one in which a vaudeville ac- 
tress sued for damages because her 
picture had been published, with 
that of three or four other attrac- 
tive young women, in the Police 
Gazette. It was contended on her 
behalf that, since the publication was 
made up largely of advertisements, 
the use of the picture was a use for 
purposes of trade. But the court 
refused to see it that way. In 
short, it is not a violation of the 
New York privacy act to publish a 
person’s picture as news or to illus- 
trate an article of an informative or 
educational nature. 

The prohibited use is a use 
for advertising or trade purposes 
What would be a use for adver- 
tising need hardly be discussed. 
It is quite clear that an adver- 
tiser cannot use the name or pic- 
ture of Charley Chaplin or of any 
one else in an advertisement with- 
out his consent in writing. It 

(Continued on Page 22) 


. ew FIELD corn kernel is twice as big as the pop corn. 
But put them both before the fire . . . and the field corn 


simply parches while the other one pops! 


Markets are like that, too. City markets. Newspaper 


markets. 


There are a number of cities larger than Washington, 
D. C., in population. But when you turn the selling heat on, 
it’s Washington that pops out volume and profits for you. 
And when your advertising turns the sales heat on Wash- 


ington Post readers—something happens! 


Why? Partly because The Washington Post is edited for 
reading — not just for_a glance-over. Not everyone wants to 
buy that kind of a newspaper. But those who do will take the 


time to read the paper thoroughly. Including your advertising. 


And another reason why something happens when your 
product is presented to Post readers: They act because they 
can act. Their purchasing power is the highest average in 
Washington. 

Proof? Results! Advertisers—retail, classified, national— 


are spending more of their advertising dollars with the Wash- 


ington Post this year than they ever did before! 


The Washington Pos 


Washington’s Home Morning Newspaper 
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Simple Photos 


May Be Studded 
with Pitfalls 


(Continued from Page 21) 


is equally clear that such a 
or 


name 
picture may not be used on a 
print or label or on anything else 
intended to promote trade. And, 
as all nationally distributed adver- 
tising reaches New York, advertis- 


ers must prepare their copy with) 
But, | 


this New York law in mind. 
aside from that, while there is no 
similar statute anywhere else, there 
are half a dozen states in which 
the right of privacy is recognized 
as a matter of common or consti- 
tutional law. Hence, in those states, 
a person may have a good cause 
of action, based on local law, i 
his name or picture is used for ad- 
vertising purposes. In a California 
case it was held recently that, 
where an advertiser 
program on which the happening 
of a hold-up was re-enacted with 
an actor impersonating, and using 
the name of, the chauffeur of the 
car. held up; who was wounded at 
the time and confined to the hos- 
pital for a number of months, 
the chauffeur had a good cause of 
action against the advertiser who 
sponsored the program, for the rea- 
son that such use of his name and 
personality constituted an invasion 
of his right of privacy. 

It hardly necessary to point 
out to readers of this journal that, 
just as an advertiser needs the writ- 


is 


August Gain of 
Farm Monthlies 
Is 3.5 Per Cent 


New York, Aug. 15.—Commercial 
display linage in monthly farm 
papers for August aggregated 184,- 
746, a gain of 3.5 per cent over the 
178,431 published in August, 1939. 


These totals, including poultry and | 


livestock commercial display, are 
based on figures provided by Pub- 
lishers’ Information Bureau and 


some sent direct to ADVERTISING AGE 
by publishers. 

Semi-monthlies for July made 
an identical percentage gain, their 
current linage being 70,267, com- 
pared with 67,918 for July, 1939. 

Bi-weeklies sustained a loss 
| 19.6 per cent from the 243,032 lines 
published a year ago. The cvPfent 
figure is 195,488. Weeklies” suf- 
fered a decline 
Dailies increased their July linage 
from 184,136 to 195,265 for a gain 
of 6.0 per cent. 


of | 


of 4.7 per cent. | 


broadcast a/| 


ten consent of a Chaplin to use his 
name or picture for advertising pur- 
poses, so does he need that of any- 
one else, including a_ professional 
model. The larger studios and 


| 
| 
| 


agencies understand this and have | 


have been 
attorneys. 


forms of releases that 
prepared by competent 


But many of the smaller concerns | 


in the business of furnishing photo- 
graphs for commercial use and most 
free-lance photographers are gross- 
ly careless so far as this matter is 


concerned and need to be closely 
watched from this standpoint. Fur- 
thermore, there must be a consid- 


eration for the release or it may be 
|; withdrawn. Thus a prominent op- 
era singer, a few years ago, refused 
to allow her name to be used any 
longer in connection with certain 
cosmetic preparations, though 
had given her consent originally, 
and was held to have the right to 
do so for the reason that there had 
been no consideration for the giving 
of that consent when given. 
Returning again to the matter of 
common-law literary property or 


she 


larger cities are justly 


this great nation. 


ing power with an 


average economically 


Ohio. 


through the 


New York, Philadelphia, 


AKRON 


DESERVES A PLACE ON YOUR 


MUST LIST 


Akron is Ohio's fifth city and the 35th city of the 
United States. It has retail stores of which many 


tion and payrolls which place it in 15th position in 


According to figures published in the "Survey Is- 
sue" of Sales Management, families in Summit 
County (the greater portion of the Akron Market) 
spent $132,410,000 in retail purchases of merchan- 
dise in 1939, accounting for 5.7°/, of the Ohio buy- 


$226,078,000. That Akron's families are better than 


5.2°/, of Ohio's population accounted for 5.9°/, of 
Ohio's Income Tax returns by the latest available 
figure, and 5.8°/, of 1939 New Car sales. And that 
is not all! Currently, the Akron market is continually 
showing greater improvement than the remainder of 


COMPLETE ECONOMICAL COVERAGE 


of this alert, free-spending market is available 


AKRON BEACON JOURNAL 


Represented by: Story, Brooks & Finley 


Chicago, Cleveland, Los Angeles 


jealous, and industrial produc- 


effective buying income of 


is shown by the fact that this 


AUGUST ADVERTISING LINAGE IN FARM PAPERS 


Commercial Display 


Poultry and 


Commercial Display Po 


Including Poultry and Livestock Including Poultry and Livest 
Livestock -—Display- — Livestock ~ —Displa 
1940 o——-19239 1940 1939 1940 ——] 9 39-——— 1940 * 
Pages Lines Pages Lines Lines Lines Pages Lines Pages Lines Lines 
Monthilies Arizona Farmer — 18.2 13,791 13.1 9,925 Pre 
Country Gentlemen 22.8 21.9 14.877 72 108 | California Cultivator 14 10,771 23.2 7 112 
California Citrograph 20.5 19.: 12,944 * Dakota Farmer 13.2 10,224 11.4 8,789 
Capper'’s Farmer 16.1 17 11,710 24 6 | Idaho Farmer Ke 12.7 9.628 14.7 11,1 A ’ 
Successful Farming 23.9 7 24 10,921 76 52} Wallaces’ Farmer 12.1 9.515 13.4 10,536 424 
| *N. J. Farm & Garden. 23.3 10,484 15 6,898 Oregon Farmer , 12.3 9,307 15.0 11,318 
Farm & Ranch 13.1 9,869 12 9, 326 720 574 | Pennsylvania Farmer 11.7 9.019 13.7 10,509 1.11: 
Farm Journal & Farm- Nebraska Farmer 12.1 8,820 13.8 10,077 190 
er’'s Wife 22.1 9,499 2.5 12.946 117 143 | Average 4 Editions 12.2 8.873 14.1 10,254 190 
Progressive Farmer Washington Farmer 11.6 8.774 15.5 11,721 7 
Texas Edition 12.9 9,356 14.4 10,497 94 84 | American Agriculturist. 11.9 8,660 14.8 10,783 600 
Georgia-Ala, Edition, 12.5 9,069 13.9 10,153 35 18 | Ohio Farmer ... <> Bae 8,427 17.6 13,524 5OS 
Carolina-Va Edition 12.2 8,854 14.2 10,361 ) 94 | Rural New Yorker 10.6 8,345 13.3 10,432 1.590 
Kentucky-Tenn. Ed'n. 12,1 8.780 14-6 10.640 18 | Michigan Farmer 10.5 8.047 13.3 10,226 980 
Mississippi Edition 11.7 8,513 14.1 10,265 14 44 | The Farmer: 
$All Editions 9.9 7,187 11.4 8,293 18 General Edition caw See 7,520 16.1 12,620 310 
SAverage 5 Editions 11.2 8.914 14.3 10,383 6 52 | Wisconsin Agriculturist§ 8.6 6,73 11.3 8,825 
*American Cotton Prairie Farmer 
Grower 11.0 7.480 0.6 379 70 83 Ill. & Ind. Editions.. 9.2 6,721 13.4 9,726 
*Hoosier Farmer 14.0 6,300 9.7 4,350 300 305 | New England Home- 
Southern Agriculturist 8.5 5,916 7.2 5,045 10 stead ctr a% 8.3 5,789 10.8 7,574 966 
Southern Planter 7.8 5,450 6.6 4,653 89 124 | Missouri Ruralist 7.1 5,362 6.2 4,697 405 
t*Idaho Granger 5.0 5,446 6 3,942 »< Indiana Farmer's Guide 65.4 4,234 6.4 5,038 
*Ohio Farm Bureau Kansas Farmer 5.1 3,889 9.6 7,278 465 
News 10.2 4,582 ».2 4,158 160 212 | — —_ 
| *Kentucky Farmers | Total Group 195,488 ~++ 243,032 8,581 
Home Journal >.1 7.1 O34 663 Ardy Weeklies— (July—Four issues unless otherwise noted) 
Florida Grower 9.0 3.9 2,397 250 196 | Weekly Kansas City Star 
tWyoming Stockman : . : bMissourij Edition 4.3 10,617 4.7 11,650 716 
—— “4 ee ee > See s3¢ Capper's Weekly .. 2.4 5,449 2.7 6,076 421 
* Better Fruit ais . ~ 6.9 . 915 4 2,256 +» | Semi Weekly Farm News 
Carolina Co-operator 6.8 2,835 5.7 2,408 98 105 Friday Edition 1.7 766 0.8 1,942 SOS 
tAmeric'n Fr uit Grower 5.2 2,347 5.0 2,232 bTuesday Edition 1.1 29.577 1.5 3.612 ral) 
tArkansas Farmer 2.9 2,224 1.8 1,348 bDairymen’'s League 
Nation's Agriculture . 4.0 1,780 4.1 1,855 News 16 ® 620 4.1 » OS 261 
National Livestock — 
Producer ; ; 1.9 1,364 0 186 = 166 | Total Group 25,029 6,263 2,276 
Total Group 184,746 178,451 45 3,023 | 
Semi-Monthlies—July a ) Daily 
ane ——— — 14.2 15.946 11.6 12.992 394 693]. Drovers Telegram 6.2 55,858 26.3 55,930 584 
Montana Farmer 17.1 12,891 15.5 11,712 be ~~ ate en ee ee - 
— Henge 5g 9.364 4.0 6.31 ‘Chicago Daily Drovers 
Hoard’s Dairyman 11.4 8,269 13.6 9.905 1,158 1,344 | Tg ys Daily I we + 31.9 46,690 26.2 42,68 “ 
Weste “ar ife 10.5 8,214 9.7 7,586 2,00 2s; * Hf ss 7 @ - e4¢ee ° 
+ Aiea P ae! lg 29 Pee 110 8.303 - 16 Stock Reporter 19.7 41,966 19.8 42,135 117 
Missouri Farmer 7.3 742 5.7 4,457 272 536 ary geri aa nis 
-- ~ sme gah “Syeondinc 61 866 88 6649 70 es Total Group 195,265 184,136 1,477 
Total Group 70,267 ... 67,918 4,218 617 *Figures provided by publisher 
Bi-weeklies (July—Two issues unless otherwise noted) June linage 
Pacific Rural Press &Not included in total 
Northern Edition 22.1 16,71 27.1 20,51 364 485 aOnly one issue in July 
Southern Edition 20.1 15,198 26.8 20,232 164 485 | bFive issues in July 


copyright, there are circumstances 
under which the one who takes the 
picture is not the possessor of that 
right. If, for example, a photog- 
rapher is commissioned to take a 
picture and is paid for so doing, 
though he delivers as many prints 
as had been agreed upon and then 
keeps the negative, he has no right 
to make additional prints for any 
purpose, not even for display in his 
own windows, except in New York 
if there no objection. There 
seems to be a general impression 
among photographers that, since 
they did the work and _ have 
the negatives in their possession, 
they may make and sell additional 


is 


prints. This is emphatically not 
the case. The right to make ad- 
ditional prints rests in the per- 
son for whom the pictures were 


taken; and, if anyone uses a print 
obtained from the photographer, he 
is liable to the person for whom the 
picture was originally taken. 


Possible Dangers 


A picture, like a book or any 
other work of art, becomes public 
property once it is published. Hence 
to protect it after publication, it is 
necessary to comply with the fed- 
eral copyright acts. And here again 
a picture may mean trouble. Sup- 
pose, for instance, that you buy a 
picture from an agent. It has his 
name on it and the name of the 
photographer who took it, but noth- 
ing else. But after you use it, an- 
other advertiser notifies you that 
it is his picture—that he hired the 
photographer to take it and later 
had it copyrighted. True, the copy 
you bought had no copyright notice 
on it, but that is not the fault of 
the original patron of the photog- 
rapher. The records in the Copy- 
right Office in Washington would 
show the facts, and you are stuck. 
You have been guilty of infringe- 
ment, and under the law you have 
to pay. This is not an exaggeration. 
I know a case exactly like that, 
where the second purchaser of the 
picture in question was mulcted in 
a sum exceeding a thousand dol- 
lars. Don’t buy or use a picture 
without being certain that you know 
all about its history and status. It 
may be expensive business to do 
otherwise. 

Recalls Cigaret Case 

But it isn’t merely the copyright 
and privacy laws that apply to the 
use of pictures for advertising pur- 
It just necessary to 
watch that a picture does not de- 
fame anybody, that it is not obscene, 
and that it does not violate the 
provisions of the Federal Trade 
Commission Act relating to adver- 
tising. 

With regard to defamation, a pic- 


poses. is as 


ee ee than 


ture may be just as libelous as any 
text and, of course, as defamatory 
in an advertisement as anywhere 
else. One of the outstanding ex- 
amples of this was the picture of a 
well-known New York stockbroker 


and horseman involved in a law- 
suit in the federal courts in that 
city. The broker had posed for his | 


picture in his riding togs, and the 
picture was used in an advertise- 
ment for cigarets. By an optical 
illusion the picture made the broker 
appear guilty of indecent exposure, 
and he sued for libel. Even though 
he had been paid for the use of his 
picture, he was held to have a good 
cause of action as the advertiser 
had no right to use a picture that 
made him appear ridiculous and 
oblivious to shame. There have 
been numerous other cases based on 
alleged similar grounds since it be- 
came known that the plaintiff in 
this case was paid a substantial sum 
as damages. And there are bound 
to be more. One of the most recent 
is that of a ball player who objects 
because his picture was used on a 
calendar advertising beer. 

As to obscenity, publications have 
in more than one instance been 
banned from the mails because of 
the indecent character of their ad- 
vertising and distributors and deal- 
ers occasionally have been convicted 
on criminal charges based on the 
same grounds. It is especially dan- 
gerous, in advertising a drug or an 
appliance for use by women, to im- 
ply that it may be used for purposes 
of contraception, though the courts 
are not as strict in that regard as 
they used to be. 

The difficulty to know what 
constitutes obscenity. The test was 
formerly very strict; and, as written 
in many statutes and decisions, it 
still is. It has frequently been held 
that anything is obscene that mani- 
festly tends to corrupt the morals of 
youth. 3ut the tendency today 
to apply grown-up standards. Ac- 
cording to a very recent decision 
what is obscene is measured by “the 
present critical point in the com- 
promise between candor and shame 
at which the community may have 
arrived here and now.” In other 
words, obscenity is a matter of time 
and place; and what is generally ac- 
cepted in practice and conduct 
decent—as, for instance, scant bath- 
ing suits on the beach and in pic- 
tures of the wearers in the roto- 
gravure sections of our Sunday 
newspapers no longer, by the 
standards applied in civilized courts, 
obscene. 

Finally, a picture in an advertise- 
ment may not do what words may 


Is 


iS 


as 


is 


not do under the Federal Trade 
Commission Act. For example, it 
may not make an invidious com- 
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parison with the product of a com- 
petitor. It may not falsely make it 
appear as if the product advertised 
had government or other official ap- 


proval or endorsement. And, of 
course, it may not in any sense be 
misleading. There is a record of 


one case in which the Commission 
proceeded against a distributor of 


| metal burial vaults because he had 


been publishing alleged pictures 
showing disinterred vaults of a com- 
petitor in a state of disintegration 


Naturally such practices are not 
permitted. 

The moral is clear: Watch you 
pix! 


Bruyere in U. S. 

Jean Bruyere, formerly produc- 
tion manager of the Paris office of 
McCann-Erickson, has been named 
sales manager of Efficient Lette: 
Company, New York. 


Offer Display Prizes 


Paper Stationery & Tablet Mfrs. 


Association, New York, has offered 
12 cash awards totalling $680 to the 


stationery retailers devising the best 


window displays promoting Na- 
tional Letter Writing Week, Oct. 
6-12. 


ComgrstSochion 
CONGRATULATIONS has received 
the approval of the superintend 


ents and medical advisors of more 


than 500 hospitals. 


COLLINS 
MILLER & 
HUTCHINGS 
INC. 


PHOTO-ENGRAVERS 
IN CHICAGO 


ih Ups * ee ‘if oe ees ae pale sie Sk ee = 

a mie é i) - . Poe s ana - : ‘= ; :. aon. : ~ <0 eet ; See's nee = 4 r ‘ f e n : ons mete of : re ee: 
aa ’ « e; 

ie 

s = a | 
fy : - 

is 

- 

. ted _ 

- bs te 
iy vi 
“Si aeer ef 
“id th 
ah B a m 

fac B 
ae 
4 . , Pe di 
= 4 tx 
oa in 
a a a be 
on ca 
= a te 
iJ w 
a : 
.. ba 
a. oe sti 
tn 

ss ee. al: 

ae of 

sare fo 
. is h eee S090 00001 re 

thi 

re’ 

to 

ex th 
Se . 
Pe eet 

a pil 

S$al 

oe the 
otal ia pa a en i Be a eff 
m ty 

p J 

ai 

, cor 

| S the 

“ — » one 

f ia sot 
’ = a nit » lea 
: ee 
—_ . i seat ; 
mS: ia ie ‘ | 
x ‘ 4 
eat a ete | ’ tele 
=. “4 - ee 
Desk 
™ in Baltimore ¥ 

Sie ; pec 

: sou 
jas x 

a p= S par 

rec 
if tec! 
Es 
gis eae stuc 
al 4 on 
<< of 
" < po ne 
ore a ee staf 

i 5. Po = 

Se ee —~ 

il ae equ 

cs a «] 

ae ti ieee = f° 

} - > 
7 s| 

a 2 nd 

i , ind 

a ent 

oul 
ndi 
ee ger 
PS tud 
‘4 - ens nc ED M 
; bn eae —_———————— errr lab 
a , : —_— 
ee I 
A 
P . 
"aati li 
cl 
p! 
5 h, 

| ex a | 

ie % ; | P. 

o f fc 

7 re 
’ te 

iT | b 

4) * lea me ; " 

. 2 qi 

—_— a 

5 wi 
he ee wl 
" a : 

= i es 
r of 

s us 
po ' 

cae? ee R 

bys i — = — .] 

= 
a a Bi ao) - ‘ ‘“ t en see. is a.” ; i a a = Mis oe : :. : _ rs a A ei “ : : ¥z Belt. is 
oh bicnkrees eR ae Aes se teeth + ** — BU abe oa ro e 7, F = &, * ae 
oP eS eS a * Sou. May ge Pe ge wget 2 fo ey tae hag, a re ee AS He ee ee neil i : 
a ae a ae ae me? A a OU: A. a SR oe p? Cre 4 . ee a Sue ak we Jae 
. ee aa? se Ac ’ ne eA : -, [ae - oie ee Sg ee Sa les mu -_ <A ae - . oe a 


agency and 


August 19, 1940 


23 


——-7_ 


television Will 
Triple Returns, 
Says Major Lohr 


ew York, Aug. 13.—Sponsored 
television may prove to be an ad- 
yertising medium three times as 
effective as sound broadcasting, in 
the opinion of Lenox R. Lohr, for- 
mer president of the National 
Broadcasting Company. 

This evaluation of the new me- 
dium, with answers to many ques- 
tions frequently asked in advertis- 
ing circles, were contained in a 
pook entitled, 


Hill Publishing Company. The ma- 
terial was prepared by Major Lohr 
while he was NBC chief. 

The stronger appeal possible with 
an “auditory-visual message over 
just an auditory one” was the chief 
basis for Major Lohr’s optimistic 
statement on television’s future. He 


also referred to the initial novelty | 
of the medium and the fact that, | 
for a time at least, the cost of | 
receivers will confine reception to | 


the higher income class bracket. 
In order to produce a potential 
return to the sponsor comparable 
to current sound broadcasting in 
the New York area, television 
would need an audience of 135,000 
sets within range of the NBC Em- 


pire State transmitter, Major Lohr | 


said. On this basis, assuming that 
the visual art was three times as 
effective as sound broadcasting, a 
typical night hour show would cost 
a sponsor $2,000, he estimated. In 
computing this figure he mentioned 
the present reported average cost of 
one-half cent per radio family for 
sound broadcasting over one of the 
leading New York stations. 


Problem for Agencies 


Among elements of commercial 
television discussed by Major Lohr, 
was the possibility that the existing 
relationship between advertising 
broadcasting station 
may undergo a radical change. 

“Television presents certain as- 
pects that have no counterpart in 
sound radio,” he said. “A large 
part of the actual production is car- 
ried by a number of highly trained 
technicians who function in the 
studio with actors and, operating 
on cues, become an integral part 
of the production. It would be 
uneconomical for each advertising 
gency to use such an engineering 
staff even if it were available, and 
broadeast studios would probably 
not be willing to delegate responsi- 
bility for use of technical studio 
equipment. 

“Hence, the bringing in of a 
package’ show by an agency, i. e., 

show for which the script, actors 

nd musical numbers are assembled 
ind ready for production, may pre- 


ent difficulties not encountered by | 


ound broadcasting. Experience will 
ndicate the proper relation § of 
gency and _ broadcaster in the 
tudio.”’ 

Major Lohr also believes that the 
laborate rehearsal and numerous 


— 


“Television Broad- | 
casting,” issued today by McGraw- | 


ARE YOU THIS MAN? 


Age 26 to 35. 


management, 


Experienced in sales 
preferably agriculture 
lines, and sales supervision that in- 
cludes sales conferences, of branches 
end dealers. Also some advertising 
promotion experience, where program 
has been tied in with another com- 
pany. A young man who is looking 
for a future, where his efforts will be 
rewarded to the extent of stock in- 
terest in the company; where he will 
become an officer and director. A 
young man, however, who sees the 
opportunity and will ask first year's 
salary accordingly. One whose past 
will stand investigation, and one to 
whom a small town will be home. 

To such a man one of our clients, 
established for 48 years, offers the 
opportunity of a life time. Write 
us complete details in first letter. 
Don't seek an interview now. Write. 


R. C. BRETH, INC. 


Advertising Counsel 
Green Bay, Wisconsin 


rehearsals required by television 
will necessitate detailed contracts. 


Peoria to Have 
Advertising Code 


The Better Business Bureau of 
Peoria, Ill., has prepared a leaflet 
entitled “General Code for Peoria 
Advertising” which outlines in de- 
tail the standards for Peoria ad- 
vertising. 

Agreements now are being signed 
by Peoria advertisers, pledging 
themselves to conform to the code. 
|It becomes effective Sept. 1. 


Newsprint Stabilized 


International Paper Company has 
announced that newsprint prices 
|have been stabilized at current 
levels for the first quarter of 1941. 


ADVERTISING AGE 


Shoe “Check-Up” 
Set for Sept. 9-14 


The National Leather & Shoe 
Finders Association plans to repeat 
its National Shoe “Check-Up” days 
of last spring with renewed em- 
phasis on shoe construction Sept. 
9-14. Quarter page space will be 
used in The Saturday Evening Post 
and Collier’s. 

Other national advertising is ex- 
pected to be used by tanners and 
rubber manufacturers. 


Harvey Joins KABC 

Hardy C. Harvey, former man- 
ager of KBST, Big Springs, Tex., 
has been named manager of KABC, 
San Antonio. He succeeds J. Bert 
Mitchell, who has joined the mer- 
chandising department of Texas 
State Network, Fort Worth. 


‘Miami Beach 
Changes Agents 


The advertising account of Miami 
Beach, Fla., has been placed with 
Parsons, Dorr & Hume, Miami 
Beach, marking the first agency 
change in this advertising in ten 
years. National magazines and 
newspapers will be used. 

Burdine’s, Miami and Miami 
Beach department store, has ap- 
pointed the same agency. Maga- 
zines will be used. 


Ahrend Adds Rose 


Herbert Rose, formerly 
Metro-Goldwyn-Mayer Pictures 
Corporation, Buenos Aires, has been 
appointed sales manager of D. H. 
Ahrend Company, New York. He 
previously headed his own outdoor 
advertising business. 


with | 


Pierrot Co-Publisher 
of “American Boy” 

George F. Pierrot, who resigned 
as managing editor of the American 
Boy in 1936 to devote his full time 
to the World Adventure Series, a 
lecture service, will become half 
owner and co-publisher of the mag- 
azine next November. He will con- 
tinue as president of the lecture 
service. 

Elmer P. Grierson, publisher, an- 
nounces that the size of the maga- 
zine will be increased. 


Grant Rejoins Geyer 

R. H. Grant, former advertising 
manager of Nash Motors, has re- 
joined Geyer, Cornell & Newell, the 
Nash agency, and will be its repre- 
sentative on the Pacific Coast with 
offices in Oakland. 


theyre going for hF 
+ on KANSAS 


[aes none of this lazy “mud-cat” nibbling about Kansas 
listeners. They're going for AFBI like a hungry rainbow 


ay 


—~ 


goes for a sparkling red fly! 


There's every reason why they should...for KFBI offers 


Kansas and Oklahoma listeners 


1. TOP-NOTCH PROGRAMS ... Mutual Broadcasting System, Kansas 
State Network and a host of local live talent shows plus INS 


NEWS at 6-11-3-5-7 every day. 


2. CLEAR, LONG RANGE, HIGH FIDELITY RECEPTION .. . latest 
and best 5000 watt ACA transmitter, spotted for maximum 
radiation efficiency insures excellent reception over a wide 
area. In fact, KFBI's half-millivelt area includes nearly twice 


as many counties as any other Wichita radio station. 


| In short, Kansas and Oklahoma listeners can get the programs 
| they want on AFBI, and their MAIL RESPONSE proves that 


they do! 


This means, as far as youre concerned, that AFBI can and 
will do a big selling job for you and your products in 


hansas and Oklahoma IF... 


You'll let us cast the 


stream! 


of your product into the AFBI 


$000 Watts on 1050 Ke. Affiliated with Mutual Broadcasting System and 
Kansas State Network. Represented by Howard H. Wilson Company. 
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August 19, 1949 


‘Chicago Tribune,’ 
Stetson Fight 
for Home Markets 


Philadelphia, Aug. 14.—Moving 
with celerity to capitalize the op- 
portunity presented by European 
isolation, the John B. Stetson Com- 
pany today announced perfection of 
a new process, “Vita-Felt,” which 
it believes will capture the business 
of men hitherto addicted to foreign 
headgear. 

The new process is now being in- 
troduced to dealers. Later it will 
probably be the subject of consid- 
erable consumer copy, directed to 


markets captured and later lost 
by European manufacturers. The 
“Vita-Felt” process will be em- 
bodied in hats of Royal Stetson 


quality, retailing at $10. 
Labor Cost Key 


Though Stetson has successfully 
competed in 77 countries, it has been 
forced to watch considerable Amer- 
ican business going to foreign pro- 
ducers. George L. Russell Jr., Stet- 
son president, said that this loss 
has been in the field of hats in- 
volving a high amount of hand 
labor, where alien manufacturers 


enjoyed a definite price advantage. | 
Mr. Russell expressed the convic- | 


tion that these lost markets will be 


regained. 
“Vita-Felt hats,” he asserted, 
“have all the springiness of im- 


ported hats, the same soft mellow 
feel. Even experts cannot distin- 
guish between the American hats 
and the foreign product they re- 
place.” 


EXPERTS ENDORSE 
“TRIBUNE” CONTEST 

Chicago, Aug. 14.—Members of the 
Chicago National Wash Dress and 
Apparel Association, sponsoring fall 
market week here, today expressed 


HUNTING & FISHING 
NATIONAL SPORTSMAN 


700,000 ABC GUARANTEED 


Inc. 


sporTSMAN 


‘ 
ts 
huset 
massac 
Boston. 


unqualified endorsement of the Chi- 
cago Tribune’s contest to spur 
American design talent by the me- 
dium of $7,500 in awards. The wash 
apparel industry alone represents 
an annual volume of 350 million 
dollars, of which a substantia! share 
has hitherto gone to France because 
of its traditional position as _ the 
cradle of women’s fashions. 

The climax of the new opportu- 
nity for American genius in design 
will come Oct. 2, 1940, when the 


| Tribune will conduct a fashion show | 


|in Chicago. 
audiences, the foremost manikins of 
America will display a collection of 
|fashions marking the beginning of 
/a new era in the history of Amer- 
ican design,” it said. 

First prize in the Tribune compe- 
| tition is $3,000; second, $2,000; next 
| three, $500 each, and next 20, $50 
each. Entrants are required to sub- 
mit sketches of their designs, which 
may be for any article or ensemble 
of women’s outer wearing apparel 
suitable for introduction on the 
American market during the 1940-41 
fall and winter season. Entrants 
‘must also submit fabric samples. 
| The Tribune will appoint a commit- 
|tee to consider sketches and choose 
about 40 for execution. 
|closes Aug. 22. 


Green Giant Pea Drive 


‘Based on Survey 


| The seasonal trend of demand for 
/canned vegetables in percentage of 


“Before distinguished | 


The contest | 


‘dollar sales for each month in the | 


year, discovered through a Cross- 
ley survey of 80,000 consumers, is 
the basis for the advertising pro- 
gram of the Minnesota Valley Can- 
ning Company, Le Sueur, Minn., for 
its Green Giant brand of peas. 

Insertions during the crop months 
of 1940-41 are scheduled for Good 
Housekeeping, Ladies’ Home Jour- 
nal, Life, McCall’s and This Week. 
Price cards, window streamers, re- 
prints of magazine advertisements 
in color, newspaper and handbill 
cuts are being offered to _ retail 
stores to tie in with the promotion 
drive. Leo Burnett Company, Chi- 
‘cago, handles the account. 


Ford Dealers on WJR 

Ford dealers of Michigan and 
Ohio will sponsor a broadcast of the 
Detroit Lions football games this 
fall over WJR. The program will 
start with the training season when 
three 15-minute broadcasts will be 
given each week during the three 
weeks preceding the opening of the 
season's games. McCann-Erickson, 
Inc., is the agency. 


Hudson to Auto-Lite 

Roy Hudson has resigned as pro- 
duction manager of the Fred M. 
Randall Company, Detroit, to join 
the advertising department of Elec- 
tric Auto-Lite Company. 


Ray Dady 
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- Getting Personal 


Although he had planned a nautical vacation at Martha’s Vine- 

yard, Mass., William A. Perry, 3rd, general manager, Calsodent Com- 
pany, the sea motif played a more important role in his holiday than 
he anticipated. When his allotted time was up he found himself un- 
able to return because of a boat strike. . . 
- Herman E. Bartel, member of 
Pedlar & Ryan’s art department, 
has just been awarded the Lloyd 
Bacon trophy for the best ama- 
teur movie of the year. The cita- 
tion is made annually by Home 
Movies. . . Two Fortune men be- 
came hospital inmates almost si- 
multaneously during the past few 
days. “Doc” Woolley, Philadel- 
phia manager, underwent a kid- 
ney operation in _ Bridgeport, 
Conn., while “Bill” Murray, De- 
troit chief, found himself in St. 
Joseph Mercy Hospital, Pontiac, 
Mich., for an appendectomy. . . 

Horton Heath, right - hand 
~~ man to Frank Mullen at RCA, 
presented the new NBC executive 
vice - president with a silver 
cigaret case on behalf of the 
staff. .. 

Add Willkie boosters: James R. 
White, Rickard & Co. prexy, has 
been named director of business, 
trade and industrial publicity for 
the Eastern Division of the Re- 
publican National Committee. . . 
In line with resolutions adopted 
by the AFA at its recent conven- 
tion, Col. Gilbert T. Hodges, 
chairman of the New York Sun 
executive committee, has been 
appointed head of a National De- 
fense Committee. . . 

The spirit was there but the flesh seemed unwilling when two 
hole-in-oners, whose feats have been chronicled in this column, tried 
for new honors in the New York World-Telegram tournament for 
acers. A. R. Leininger, v.p. and ad. director of Parents’, put two of 
his five shots on the green, but James P. Duffy, Jacob Ruppert Brew- 
ery a.m., was way off form. . . 

L. H. Ingwersen, art director of J. Walter Thompson, Chicago, 
was lured out to Sunset Country Club Aug. 10 by friends in and out 
of that agency and there accorded a heart-warming birthday recep- 
tion. . . John Dunham, Chicago agency man, has left Evanston Hos- 
pital after a series of operations which restored his old virility. . . 
L. J. Abrams, advertising manager of the Chicago Times, has also 
beat the rap, recovering sufficiently from double pneumonia to justify 
transfer to his home. . . 

Jack Major, public relations counsel for Union Oil Company, Los 
Angeles, graduated with flying colors in a correspondence course for 
private detectives. Major’s name is a misnomer, as he is actually a 
Colonel in the reserve. Benjamin Eshleman, the Philadelphia 
agency man, is spending a brief vacation in Saratoga Springs, N. Y.. . 

Charles Vautrain, head of an agency in Holyoke, Mass., recently 
celebrated his silver wedding anniversary with the assistance of Mrs. 
Vautrain and four stalwart sons. .. J. T. Ward, owner of Station 
WLAC, Nashville, journeyed to Santa Barbara, Cal., to watch the 
performance in a horse show of an animal he formerly owned. He 
sold the nag to Abner, junior partner in “Lum and Abner,” but re- 
tains a friendly interest in its development. . . 


REAL FISHERMAN 


Tom Hughes, of the Chicago sales staff 

of Crowell-Collier Publishing Company, 

landed this 37-pound, 5l-inch muskie at 

Eaqle Lake, Ont. Bill Sittig and Jack 

Badger, of the same organization, were 
witnesses. 


RADIO EXECUTIVE GREETS CANDIDATE 


ere ae 


te 


At a luncheon to Presidential aspirant Wendell L. Willkie tendered by officials 
of the Denver Stockyards Company, Lloyd E. Yoder, general manager of Station 
KOA, pays his respects. 


The boys on the Alexandria Gazette are warning A. D. Willard 
Jr., general manager of Station WJSV, Washington, to stay on his 
own side of the Potomac in the future. It seems that Mr. Willard has 
just won the newspaper’s annual golfing trophy for the second time... 

Mrs. Paul Garrett, personable wife of the General Motors vice- 
president, made all of the daily prints when Wirephoto caught her 
relaxing on the sand at the beach club at Southampton, L. I. Hus- 
band Paul wasn’t included. . . 

Douglas C. McMurtrie, director of typography, Ludlow Typo- 
graph Company, Chicago, is roaming the Pacific Coast, where he is 
combining business and pleasure by yielding to the demand of ad- 
vertising clubs for the latest information about type. . . 


— 


Pair of Hands | 
to Dominate 
Harper Campaign 


New York, Aug. 14.— Fall ang 
winter promotion plans for | w 
Harper whisky were announced ty. 
day by M. M. Lebensburger, adver. 
tising manager, following a nationa) 
sales conference of the Bernheim 
Distilling Co., Inc., in Louisville 
Full color, poster-type advertise. 
ments featuring a pair of hands 
holding the Harper bottle are b ng 
used in Esquire, Fortune, | ife. 
Playbill, Promenade and Time, \{r. 
Lebensburger said. Copy, whic! js 
being limited to a brief sentenc: in 
each advertisement, stresses the 
“pride and pleasure of using H ir- 
per.” 

A unique supplementary cim- 
paign will reach influential con- 
sumer groups through a selected 
list of professional and trade pub- 
lications, including medical and 
dental journals, financial and biisi- 
ness magazines, apparel, hotel ind 
restaurant publications. 


Support by Salesmen 


Outdoor advertising, point-of-sale 
displays, newspaper copy and direct 
advertising to the trade are other 
features of the new campaign. A 
comprehensive program of dealer- 
aids will be available late this 
month, Mr. Lebensburger said. The 
theme, “Harper’s helping hands” 
has been adopted for merchandis- 
ing activity on the part of sales- 
men. 

Speakers at the Louisville meet- 
ing, where the new program was 
explained to Harper sales repre- 
sentatives, included Emil Schwarz- 
haupt, president; Adolph Hirsch, 
vice-president; Sam S. Glass, East- 
ern sales manager; Mr. Lebens- 
burger and Otto Kleppner of the 
Kleppner Company, Inc., all of New 
York; Edward M. Gertz, Western 
sales manager, Chicago, 
Wathen Knebelkamp, 
Distillery, Louisville. 


ind 
Bernhein 


Nicholson, Mahoney 
Assume New Posts 


Nicholas J. Mahoney, formerly 
advertising manager of the Cape 
Cod Standard-Times, has been ap- 
pointed business manager of the 
Standard-Times and Mercury, New 
Bedford, Mass. 

He succeeds Charles L. Nicholson 
who resigned to become advertising 
manager of a new Nassau County 
L. I. daily, the first issue of whic! 
will be published Sept. 3. A $1,000 
contest, “Whet’s In a Name,” is 
being conducted to find a name fo! 
the publication. 


Haskins Names Garfinkel 

Haskins Brothers & Co., Omaha 
Neb., has appointed Sidney Gar- 
finkel Advertising Agency, Sa! 
Francisco, to handle advertising 0! 
its soap. 


Joins Kelly, Nason 

John J. Sheehan, formerly wit! 
Andrew Cone Agency, New York 
has joined Kelly, Nason, New York 
as account executive. 
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DOING ALL RIGHT 


Lou Maxon 


E. E. Christena Heads 
Indiana NIAA Chapter 

E. E. Christena, advertising and 
sales promotion manager, J. D. 
Adams Mfg. Co., Indianapolis, has 
been elected president of the Indi- 
ana chapter of the National Indus- 
trial Advertising Association. Other 
officers are Joe DeLo, Continental 
Stee] Company, Kokomo, vice- 
president; Spencer W. Curtiss, 
Spencer W. Curtiss Advertising 
Agency, Indianapolis, vice-presi- 
dent: Howard C. Caldwell, Cald- 
well-Baker Advertising Agency, 
Indianapolis, secretary, and H. L. 
Martin, Diamond Chain & Mfg. Co., 
Indianapolis, treasurer. 

Stan Murray, Perfect Circle 
Company, Hagerstown, and Merrill 
J. Woods, Merrill J. Woods Adver- 
tising Agency, Indianapolis, were 
elected to the board of governors. 


Consumer Loans Reach 
Record High in 1939 


Consumer loans from personal 
finance companies reached an all 
time high in 1939, the Marketing 
Research Division of the Commerce 
Department has announced. The 
loan volume, including renewals, 
was estimated at $757,300,000 for 
1939 or a 23 per cent increase over 
the previous high of 1937. 

As an aid to credit business the 
Department is planning to under- 
take preparation of current material 


covering instalment volume of re- 
tail establishments, supplementing 
data now issued annually in the 


Retail Credit Survey. 


Exhibits “Ninth State” 

The two-reel color 
‘The Ninth State,” produced for 
the state of New Hampshire by 
Emerson Yorke Studio, New York, 
las been booked by the United 
States Travel Bureau for screening 
n its exhibit at the Golden Gate 
Exposition. 


featurette, 


Kelly Joins Stewart 
William T. Kelly, formerly ad- 


ertising manager of American 
Business, has joined William R. 
stewart, publisher's representative, 


A Complete 


LETTER SERVICE 


Small and large users of 
Direct Mail will find our 
Prices and service to 
be to their advantage. 


ILLINOIS LETTER SERVICE 


216 Institute Place 
Chicago, Illinois 
Delaware 3244 


Duane Jones, 
Babbitt Account 
Go to Maxon 


Latter's Success Is Ex- 
plained in Biography in 
‘Time’ 


New York, Aug. 15. — Duane 
Jones, executive vice-president of 
Blackett-Sample-Hummert, resigned 
today to become a= partner in 
Maxon, Inc. He brought with him 
the advertising account of B. T. 
Babbitt, Inc., and in his new ca- 
pacity he will also be active on the 
Heinz and General Electric accounts. 

Mr. Jones’ switch marks his sec- 
ond term with Maxon as he was 
vice-president of that agency from 
1932 to 1933, when he resigned to 
join Benton & Bowles. A year later 
he became vice-president of Black- 
ett-Sample-Hummert. 

After graduating from the Whar- 
ton School, Philadelphia, Mr. Jones 
joined Lord & Thomas in Los An- 
geles in 1923, becoming manager of 
the office in 1928. He came to 
New York two years later as L&T 
vice-president. 

Maxon’s acquisition of the Lin- 
coln-Zephyr account inspired Time 
to give a thumb-nail sketch of the 
founder of the agency and his busi- 
ness methods, not to mention his 
personality. 


“Ball of Fire” 


“In 1928, a big, genial, moon- 
faced, pug-nosed, tireless ball-of- 


fire named Lou Russell Maxon, just 
turned 28, set up his own advertis- 
ing agency in Detroit,’ Time re- 
lated. “One by one, Adman Maxon 
bagged such big accounts as Gen- 


eral Electric, Heinz ‘57 varieties,’ 
Pittsburgh Plate Glass, Gillette 
Safety Razor, by last year had a 
dozen whose total billing (about 
$9,000,000) was enough to rank 
Maxon, Inc., in the first flight of 
U. S. agencies. 

“No secret is it that Lou Maxon 


got most of his big accounts by first 
soliciting only the nickel-and-dime 
end of their business: direct mail 
advertising. The rest of the ac- 
count followed. Today, word that 
Maxon is doing a direct mail cam- 
paign for another agency's client is 
enough to send shivers up and down 
that agency’s spine.” 


Started Hard Way 


Young Maxon began his business 
career as proprietor of a lunch 
wagon outside the Ford plant in 
Highland Park, according to Time. 
After a try at pro football with a 
team of former Carlisle Indians, 
Maxon spent a year as advertising 
manager of Detroit’s R. H. Fyfe & 
Co. (“America’s Largest Shoe 
Store’) then became assistant city 
editor of the old Detroit Journal. 
He left by request for palming off 
a phony story on the city editor 

“Maxon learned the tricks of di- 
rect mail copy with a small Detroit 
advertising agency before he started 
his own,” related Time. “His un- 
affected down-to-earth approach 
charmed manufacturers accustomed 
to the polished patter of 
admen When an exasperated 
Pittsburgh Plate Glass executive 
asked him what he would do first if 
he got the account, Maxon replied 
‘First thing I'd do 
thank you profusely 
outside, hat in the air 
and yell. Beyond that I haven't any 
He got it 


big-city 


would be to 
Then I'd rush 
throw my 


idea.” 


Summer Home at Onaway 


“Apple of Adman Maxon’s eye is 
his summer home, the Cabin, in the 


Northern Michigan town of Ona- 
way (pop. 1,492), where he was 
born. The Cabin is a modest estate 


of eleven buildings equipped with 


every comfort Items: two tenni 
courts, stables, a large playhouse 
complete with full-size soda foun- 
tain (because Maxon could never 
afford to buy enough sodas when 
he was a boy) He can and does 


bed and board 72 guests at a time, 


MAXON PARTNER 


Duane Jones 


400 
Often as not they 
overalled members of the 
six-team Onaway softball league 
which Maxon finances. He is the 
league’s leading slugger. 

“Last week a third of the staff of 
Maxon, Inc. was working on 


sometimes 
guests a 
include 


entertains up to 
week. 


new 


Lincoln-Zephyr copy at the Cabin. 
But their boss was busy putting up 
preserves. By week's end he had 
put up 36 pints of raspberry jelly, 
16 pints of huckleberry jam, 144 
pints of strawberry jam. Last year 
he sent a sample quart of his to- 
matoes to his client Howard Heinz. 
Heinz wired back for another quart. 
Re-wired Maxon: ‘Demand _ so 
great we put up only in gallon lots.’ 


Has No Title 


“Five years ago Lou Maxon hired 
bright Theodore Kinget Quinn from 
General Electric, made him presi- 
dent of Maxon, Inc. Protesting that 
he was too young to become board 
chairman, Lou Maxon has had no 
title since. Keeping 53 per cent of 
his firm’s stock, he sold 5 per cent, 
gave the rest to old employes. 
Although this agency is now the 
Middle West’s biggest, he has no 
new business department (except 
himself). Wary of prima donnas, 
he makes all of his executives write 
advertising copy, writes all of the 
institutional copy himself. Sample: 
the current Heinz campaign, which 
is based on Maxon’s boyhood remi- 
niscences. Last year Adman Maxon 
drew $98,000 salary. In the per- 
sonal income-tax figures for the 
whole U. S., he was 53rd on the 
list.” 


25 
ANPA to Handle 
Canadian Tax 
The Canadian government has 
granted permission to the Ameri- 


can Newspaper Publishers Associa- 
tion to transmit the 10 per cent 
Canadian war revenue tax on news- 
papers instead of stamping each 
newspaper separately. The ANPA 
will represent all U. S. newspapers 
whether they are members or not. 


McCain to General Shoe 


Edwin W. McCain, who left Wolf, 
Tober Shoe Company, St. Louis, to 
become vice-president of Keith, 
Keith & McCain, Inc., maker of 
women’s shoes at Rockland, Mass., 
has resigned to become assistant to 
George Noland, vice-president and 
director of the women’s shoe divi- 
sion of the General Shoe Corpora- 
tion, Nashville, Tenn. 


Appoints Miss Inman 

Miss Fay Inman has been ap- 
pointed production manager for the 
Clifford F. Broeder Advertising 
Agency, St. Louis. 


Congr Dahon, 


During July, 3500 mothers wrote 
to CONGRATULATIONS’ Service 
Department for booklets and sam- 
ples. 


Cet 


EPA ENE BAWEE WY 


Food and Household Editor 
FAWCETT WOMEN’S GROUP 


PAULINE RAWLEY has edited a widely 


syndicated newspaper 


has been Home Economist for the 


Atlantic & 


similar duties with several radio 
stations throughout the country. 
Miss Rawley enjoys a lively back- 


Pacific Tea Company; 
has been Home Counselor and 
Shopping Reporter for Woman's 
Home Companion; and has pursued 


food column; 


prospects in 


ground of merchandising experience 
and point-of-sale adventure. We sin- 
cerely believe our advertisers and 


the world of food and 


grocery products will welcome a 
willing and cooperative hand from 
an accomplished person who has, 
in an amazingly short time, packed 
away a nation-wide appreciation 
that belies her almost tender years. 


FAWCEE ET WOMEN’S GREE E 


TRUE CONFESSICNS 
STORY 


ROMANTIC 


MOTION PICTURE 
MOVIE STORY 


SCREEN LIFE 
HOLLYWOOD 


PAWCQ EER FPO REE EEC AREAS - EAE 


NEW YORK ° 


CHICAGO . 


HOLLYWOOD . 


LOS ANGELES ° 


SAN FRANCISCO 
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KEYNOTE COPY 


Mavbe vou didnt koow it. bat — 


Producers Tell 
Role of Steel 
in Everyday Life 


| 
Endeavor to Create 
Consumer Preference 


for Their Brands 


By RAYMOND G. GIBNEY 

Pittsburgh, Aug. 15.—Until recent | 
years, steel was primarily identified | ™* 
in the public mind with heavy in- | 
dustries. Steel? Oh, yes! It’s | 
that material used to build our fine | 
railroads, towering skyscrapers, and | 


LIMPORTAVE CASTOMER IS 


Ol! 


monster bridges. But it doesn ty Initial four-color advertisement which set 
enter much into our individual the pace for 1940 consumer campaign 
homes or private _ households, | of USS. 


thought Mr. and Mrs. Average | 
American, until the industry a few | ; , “ . 
years ago decided to bring home to | that in 1939 approximately Re = 
the consuming public the fact that |cemt of all the steel manufactured 
steel plays an important part in | found its way into the fabrication 
the life of virtually everyone—per- of consumer goods. War orders may 
haps in the unseen beams which change tus — agains 4 Besa 
support the floors under their feet, new policy of big stee abe wari 
both at home and at work; or in the | Thoroughly cognizant of this 
refrigerators which keep their food | transformation, wremped steel wer nd 
fresh and safe; in the family car | facturers—in fact, you might in- 


which transports them to work or | clude them all—have adopted = raged 
play, or even in the bedsprings | @PProach to the consumer which is 
upon which they sleep. | most eloquently illustrated in their 
; current advertising and sales pro- 
|grams. Advertisements for steel 
In the past few years, markets |W appear in the pages of mass- 
for steel have undergone a remark- circulation magazines — and news- 
able change. In heavy industries, | Papers side by side with messages 
the trend has been toward stabili- | for cigarets, breakfast foods, and 
zation. But the market for light | Cosmetics. Steel has come out into 
steels, which go into products used | the open and has revealed itself, 
in the everyday existence of the |"0°t as a self-effacing and detached 
average consumer, has expanded, | “Xtra” but as one of the “stars” on 
and is continuing to expand at a|*the American stage of living. 
rapid rate. Reliable figures show| The most outstanding example of 
| this change is the current consumer 
subsidia of United States Steel 


Change in Markets 


subsidiaries, which include Ameri- 


2 ’ 
s 
| negie - Illinois Corporation, 


‘can Steel & Wire Company, Car- 
| Steel 
The CONGRATULATIONS edito- | Columbia Steel Company, Cyclone 
rial formula has been approved by _ Fence Company, Tennessee Coal, 
mothers, doctors and hospitals. |Iron & Railroad Company, National 


EORIA, ILLINOIS. 


D 


Tube Company, and others. USS’ | 


schedule of advertising during 1940 | 
in consumer publications is consid- | 
erably greater than that of 1939 or 
1938, when the campaign was first | 
launched, testifying to the encour- 
aging response from the consuming 
public. During this year, such pop- 


MOFFATT FAVORITE 


Ii happens in the 
best bathrooms 


a 


The dog in this color advertisement is 
the property of Charles R. Moffatt, di- 
rector of advertising, USS, which may 
explain his predilection for this page. 


ular magazines as the American 
Home, Business Week, Ladies’ Home 
Journal, The Saturday Evening 
Post and Time are being employed 
to tell the story of United States 
Steel products. 


Purpose of Campaign 


The primary purpose of USS con- 
sumer advertising is to identify 
steel in steel goods through the 
constant use of the familiar USS 
trade-mark which appears in a 
variety of special labels descriptive 
of the particular type of steel mate- 
rial which it identifies. Each adver- 
tisement carries in close proximity 
to the label a USS logotype to in- 
|terpret the meaning of the trade- 
i'mark. Both copy and illustrations 
are aimed at making the reader 
|more fully conscious of his impor- 
tance as a consumer of steel through 
| purchases of articles that are indis- 
/pensable to comfortable living, and 
|to encourage him to look for the 
/USS trade-mark on anything he 
buys in which steel plays a part. 

According to officials of the cor- 
| poration, this effort to identify steel 
in steel goods is in accord with con- 
sumer-thinking today when the 
|buying public is inquisitive about 
everything it buys, from an automo- 
| bile to a pound of nails. It wants to 
know down to the last detail just 
what it is getting for its money. 

Charles R. Moffatt, Pittsburgh, is 
director of advertising for United 


States Steel subsidiaries, and Bat- | 


ten, Barton, Durstine & Osborn is 
| the agency. 


A Different Technique 


Similar in purpose, but quite 
different in treatment is the current 


consumer advertising effort of the} 


Jones & Laughlin Steel Corporation, 
one of the largest of the indepen- 
dent steel producers. 

Two years ago, J & L decided to 
take the public behind the scenes 
and show it how steel was made 
and what was made from steel. 
Using Time and the Wall Street 
Journal, the company launched a 
campaign of full-page advertise- 
ments for J & L Controlled Quality 
Steels. Copy was written by various 
employes, from publicity men to 
technicians, and illustrations were 
from original drawings by Orison 
MacPherson. Some of the more 
recent advertisements feature four- 
color process photos by Donald C. 
MacDonald, of the company’s ad- 
vertising department, showing 
phases of steel manufacturing. 

So favorable was the response 
that J & L has continued the cam- 
paign indefinitely. Certain univer- 
sities have included the series as 
part of the required study in metal- 
lurgical classes, and have requested 
complete sets of pictures and texts. 

After getting into the subject, 
J & L officials found they had so 
much to tell about steel that, at 
present, spreads are being used, 


with the extreme right-column de- | 
voted to brief, informative para- | 


graphs relating to the J & L product | 


ad. 
The Inquisitive Consumer 


Officers of the company are fond 
of telling of the reaction to this 
copy. 
given over to tin cans and an item 
read: 

“Kangaroo tail soup, rattlesnake 
meats, snails, pickled eels, 
legs, goat’s milk, 
ice cream, smoked oyster spread are 
among the many novel food delica- 


BUSINESS TALK 


WHAT EVERY WOMAN KNOWS 


AND EVERY MANUFACTURER SHOULD KNOW 


USS campaign makes forceful appeal 
to business executives in special copy. 


cies now put up for you in tin 
cans,” 

And, a few days later, into the 
company’s general offices at Pitts- 
burgh came a letter from a house- 
wife in Montana asking where such 
‘epicurean delights could be ob- 
tained in her locality. The company 
forwarded the desired information 
to her. 

In some instances, the column is 
devoted to personal mention of fam- 
ilies who have had members in the 


company’s employ for generations. | 


This has met with wide favor not 
|only from the employes but from 
|disinterested readers who have 
written in to commend the com- 
pany’s contributions. 

As with United States Steel sub- 
| sidiaries, Jones & Laughlin is trying 
|to educate the consumer to identify 
| steel in steel goods, and to look for 
the J & L trade-mark on everything 
|he buys made of steel, from tin cans 
to toys. Each ad carries the square 
| J & L trade-mark, on a black back- 
|ground, in the lower right corner 
/close to the company’s signature. 

R. M. Gibbs is advertising man- 
ager of Jones & Laughlin and Cal- 
|/kins & Holden, New York, is the 
‘advertising agency. 

War or no war, steel up to now 
believes that Mr. and Mrs. Average 


In one issue the column was | will 


Te 


Says Marketers 


which is featured in that particular | Will Take Dratt 
in Their Stride 


Chicago, Aug. 15.—While a ; 
dency among marketers is e, 
to wonder what the draft, if 
do to their businesses, 
‘experience of Household Fin 
Corporation, Chicago, one of the 
largest of the makers of smal 


frog’s \loans, may be illuminating. 
ready-to-freeze | 


Looking back on the compu! 
|military training period of the first 
| World War, officers of this company 
recall no sad experiences which 
would make them chary of a re- 
newal of the plan. 

“Our loans are small and the 
payments are not large,” a spoles- 
man for the company points out 
“and anyway if the draft law is 
passed the training period is only 
for a year. So far as we can see 


, | the passage of the law should make 


very little difference in our busi- 
ness.” 

Taking some hundreds of thou- 
sands into the army for a year’s 


} | training will create some markc'ing 


problems, it is admitted, but con- 
sidering the country as a Whole, 
the consensus is that this United 
States of America and its 130 mil- 
lions of people will absorb the 
change, if and when it comes, with 
scarcely a riffle in the flow of the 
nation’s economic life. 


| Paper Pulp Prices Not 
to Be Advanced 


Paper pulp prices will not in- 
crease in any unjustifiable manner, 
members of industry have assured 
the National Defense Advisory 
Commission. This agreement was 
reached after a series of conferences 
between members of the industry 
and the Raw Materials and Price 
Stabilization Divisions of the De- 
fense Commission. 

The recent survey of prices by 
the Price Stabilization Division in- 
dicated that “paper and pulp of- 
|fered a dangerous possibility of de- 
veloping an inflationary spiral” and 
conferences were then held to pre- 
vent abnormal increases. This is 


the first announced action to con- 7 


trol prices by the Defense Commis- 
sion. 


| Agency Signs 
FTC Stipulation 


| Continuing its policy of accepting 
| stipulations from advertising agen- 
|cies, the Federal Trade Commissior 
| has approved a stipulation of the 
Hays Advertising Agency, Burling- 
ton, Vt., agreeing to discontinue 
|certain advertisements of a _ cow 
|remedy known as “Bag Balm.” 

The agency agrees to cease ad- 
vertising “Bag Balm” as being com- 
pletely antiseptic and an effectiv: 
remedy for acute mastitis or in- 
flamed or caked udders, unless lim- 
ited to its value as a massage and 
counter-irritant, or that it canno! 
taint milk. The unlimited statemen' 
that “Kow Kare” will prepare a cow 
for freshening is not to be used in 
the future. 


———- 


Consumer is still its best and most | 


permanent customer. 


MacPherson to Agency 


Malcolm MacPherson, who has 
been advertising manager of the 
Alvey-Ferguson Company, Cincin- 
nati, for three years, has been made 
assistant publicity director under 
Charles M. Robertson, Jr., radio 
director of the Ralph Jones Com- 
pany, Cincinnati advertising agency. 


Husted to Randall 

George Husted, formerly with 
Grace & Bement, Inc., has been 
made production manager of Fred 
M. Randall Company, Detroit. 


1 SECOND in PHILLY 


audiences of Phila. Network Stations. 
3:15 + 3:30 P.M. Mon. thru Fri, - 4 Mo. Avg 


WFIL 19.0" 
KYW 22.1°, 
WCAU 8.2° 


% listeners identitying station and program 
Second with 89 other programs 


For LOWER COST Circulation 


BUY WFIL 


TORONTO 


MONTREAL 
WINNIPEG 
LONDON, Eng 


J. J. GIBBONS LIMITED 


GIBBONS KNOWS CANADA 


* ADVERTISING AGENTS 


A coo 


Box 3095. Adver 


For agency or industrial plant. With 13 years exper'en* 
in direct mail and trade paper advertising. Desires POY 
tion to handle all detail and production of adver''s'°® 
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Tell Your Sales Story 
|to Industrial Advertisers 


Through the 
September 

. N.I. A. A. 

Convention 

rs Number of 

=f INDUSTRIAL 

“ F MARKETING 


‘| The BIG ISSUE of the year! 


scribers before the meeting, offers an unparalleled 
opportunity to tell your sales story to these decision- 
makers. 


| The annual convention of the National Industrial 
‘1 Advertisers Association will be held at the Hotel 
‘anf Statler, Detroit, September 18-20. 


mn 


>pting 
agen- 
Lissior 
yf the 


To industrial advertising and marketing executives 
it is the biggest and most important event of the 
year—an event which attracts hundreds 


INDUSTRIAL MARKETING is the ONE paper de- 
voted solely and exclusively to this field. Through- 
out the history of the N. Il. A. A. the 


of the most important men and women 


“convention issue” has been an accept- 


Industrial ed and expected feature at conven- 


tions. Members welcome it, carry it 


‘lin F into sessions devoted to problems and 
Advertisers 
fective 


ntinue 

i cow . . * 7 

” techniques in advertising and marketing 

se ad- Ss 

y com- ’ . . . . . . 
ctv products which are used by other indus- R around, discuss material in it with their 

< iim § tries in their manufacturing processes. epresent a 


se and friends. 

coment 40 Million 

iin f Lhese men and women, it has been Dollar 
estimated, represent a spending power Your sales story in this issue will 
of more than $40,000,000 for advertis- Market for therefore reach them exactly at the 
ing and advertising supplies. Advertising time when they are most seriously 


thinking of their advertising and mer- 


chandising programs for 1941... 
when programs and media lists are the principal 
topics of discussion. 


Since these same men and women have 

long accepted INDUSTRIAL MARKETING as the 
preferred source of marketing ideas, plans, methods, 
and policies, the September convention issue of 
INDUSTRIAL MARKETING, which will be dis- 
tributed at the meeting as well as mailed to our sub- 


Forms for this issue close August 25. Hit hard with 
copy in this number. No increase in rates. 


MARKETING 


ATLANTA 
Walton Bldg. 


INDUSTRIAL 


SAN FRANCISCO 
Russ Bldg. 


« postr 
res ps 


ertising & CHICAGO 
100 E. Ohio St. 


NEW YORK 
330 W. 42nd St. 


LOS ANGELES 
Garfield Bldg. 
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Cannon Casts 
Humble Towel 
in Star's Role 


New York, Aug. 15.—That homely 


little chunk of cloth that mops up 
beads of water after your morning 
shower 1s destined for glorifica- 


tion as the vehicle for new decora- 
tive ingenuity in the home, Cannon 
Mills disclosed today in outlining 
its most extensive advertising and 
promotion campaign, scheduled for 
release next month. 

The drive will be built about the 
new Decor-Aider line of Cannon 
towels, with emphasis on the abil- 
ity of the designs to brighten up 
dull bathrooms, renew interest in 
old bathrooms and make small 
bathrooms appear more spacious. 
Opening consumer announcement 
in the campaign will consist of a 
three-page pullout in September 
Vogue, with subsequent insertions 
scheduled for American Home, Bet- 
ter Homes and Gardens, Bride’s, 
Good Housekeeping, Life and Mc- 


Call’s. All copy will be in full 
color. 
One of the unique pictorial as- 


pects of the campaign will be the 
use of three-dimensional illustra- 
tions to dramatize the opportunity 
of transforming the bathroom into 
a chamber of beauty. Decor-Aider 
towels copy will inform  house- 
wives, “inspire color-schemers, in- 
trigue dream-designers and _ give 
new luxury for littke money.” The 
three-dimensional portray 
the towels’ “room-bright- 
eners, room-revivers and room- 
stretchers.” 


sketches 
roles as 


As a preliminary to the consumer 
campaign and as a means of whet- 
ting the merchandise appetite of de- 
partment store executives for the 
first showing of the new line, Can- 
non employed an unusual teaser 
device which was dispatched to 
1,100 buyers throughout the coun- 
try. Advising recipients to watch for 
an important announcement from 
Cannon Mills, the company pre- 
sented them with what seemed to 
be an ordinary picture of a girl 
seated in a bathtub, in front of a 
sign, “Coming soon—Decor-Aiders.” 
When viewed through a special pair 
of lenses that accompanied the pic- 


Congest Debio 


In the next twelve months, more 
than 375,000 new mothers will get 
CONGRATULATIONS. 


PRINTING 


— Phone WABASH— 


7820 


N IMPOSING group of successful 
advertising executives find this 


a lucky number. It enables you to use 
a service consisting of ad-setting, en- 
graving, printing and creative ability 
—all under one roof... Specially 
trained men are always on their toes 
to serve you so well that you will come 
back again. We can lighten your bur- 
dens—and at the same time produce 
better and more profitable printing 
for you —at a saving of time, trouble 


and money. Phone Wabash 7820. 


FAITHORN 


CORPORATION 


AOD -SETTING « ENGRAVING + PRINTING 
SO4 SHERMAN STREET, CHICAGO » WASASH 7820 


ture, however, the onlooker was 
treated to a three-dimensional view 
of the bathing girl. In this way, 
the illustrative idea that is to domi- 
nate consumer copy was first pre- 
sented to the trade. 

A few days after the delivery of 
the three-dimensional picture buy- 
ers received a boutonniere made of 
dubonnet-colored toweling together 
with a formal invitation to attend 
the line’s premiere. This week, as 
a follow-up, the same list will get 
a portfolio describing the Decor- 
Aider advertising and merchandis- 
ing program. 

N. W. Ayer & Son is 
in charge. 


the agency 


L. A. Downs, Who 
Signed IC Copy. 
Is Dead at 68 


Chicago, Aug. 12.—Lawrence A. 
Downs, who as president of the 
Illinois Central Railway, injected a 
new note into transportation copy 
by affixing his 
own signature to 
its promises, died 
here Saturday at 
the age of 68. He 
became chairman 


of the board in 
1938, after 12 
years as_ presi- 
dent. 

“IT know that 
our advertising 
has benefited 

L. A. Downs us tremendous- 
ly,” Mr. Downs 

told ADVERTISING AGE in January, 
1938. “Everywhere I go I hear com- 
ments about it. People know that 
we are anxious to serve them and 


to have them understand the prob- 
lems of the railroads, and they are 
with us. I am confident that our 
advertising and that of other rail- 
roads has improved our public re- 
lations immeasurably.” 


Mr. Downs did more than sign 
the copy of his company. While he 
did not undertake to write the 


advertising, he did contribute gen- 
erously to the ideas which _ it 
expressed, and he scanned it care- 
fully to be sure that these thoughts 


accurately represented the rail- 
road's policy. 
In advertising, as in all other 


phases of life, Mr. Downs believed 
in doing a thorough job. Illinois 
Central copy appeared regularly in 
500 newspapers in cities served by 
the road, hence was one of the larg- 
est campaigns sponsored by any 
such company. As the ADVERTISING 
AGE 


story pointed out, this cam- 
paign also represented one of the 
oldest continuous efforts in that 


field, having run without interrup- 
tion since 1920, when it was ini- 
tiated by the late Charles H. Mark- 
ham, then president. 


ALBERT AINSLEE 
Jacksonville, Fla., Aug. 12 

Albert Ainslee, member of the ad- 
vertising staff of the Florida Times- 
Union, died at his home in Orange 
Park, near Jacksonville, Aug. 3, 
following a brief illness. He was 
37 years old, a native of Louisville, 
Ky., and had been connected with 
the Times-Union for the past eight 
years He was a member of the 
Jacksonville Advertising Club 


VERNER LECKIE 

Los Angeles, Aug. 12 Verner 
Leckie, director of advertising, Oc- 
cidental Life Insurance Company, 
died in San Francisco today fol- 
lowing a heart attack, according to 


word received by headquarters 
here Mr. Leckie, who was 47 
years old, had gone to the Northern 
city on business 


MARGARET E. FAGAN 

Rochester, N. Y., Aug. 14. 
garet E. Fagan, publicity 
of the Girl Scout 
New York, died in 
yesterday, after an 
months 


Mar- 
secretary 
Federation of 
New York City 
illness of two 


GEORGE B. STAUBER 

Milwaukee, Wis. Aug 13.— 
George B. Stauber, 46, operator of 
the Midwest Advertising Company, 
died suddenly Aug. 10. 


THIS WEEK 


Index 


- 82 Important Markets 


Based on total retail advertising volume in all newspapers 
(Copyright, 1940, by Advertising Publications, Inc.) 
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32-Week 


| Gain | Gain 


or Loss 


32-Week 


32-Week 


or Loss 


Period Period Period 1940 1u40 Week Week % 4 n 
Ikended ended ended over over ended Ended , 
38 Aug. 12, 1939 Aug. 10, 1940 1938 1939 Aug. 12,1939 Aug. 10,1940 L 
‘Akron, O. . 6,012,920 5,792,709 22.6 3.7 149,972 165,305 2 
Albany. N. Y 5,080,990] 4,770,925 6.6 5.2 100,819 oo ,540 > 
"Atlanta, Ga 10,249,750 8,913,222 0.2 13.0 323,960 277,382 ’ 
faltimore, Md 2,973,74: 13,066,103 13,357,72 + 3.0 + 2.2 318,022 $42,450 7 
Birmingham, Ala 7,537,852 7,810,432 8,400,404 + 11.6 + 7.7 229,740 237,482 i 
Boston, Mass 10,930,906 11,141,564 10,651,664 2.6 14 275,094 245,415 8 
Bridgeport, Conn 412,174 5,867,070 6,133,320 +13.3 +45 171 162,148 5 
Isuffalo, N. Y 4 280,634 9,475,217 8,790,239 5.3 7.2 it 227,606 9 
Camden, N. J 2,239,877 2,468,862 $3,238,926 + 44.6 1.2 7 82,450 14 
Cedar Rapids la 2 £91,966 442.042 2 $39,185 0.6 a5 63.014 ; 
Charleston, W. Va 621,329 6,188, f40 6,100,718 + 8.5 1.4 1h2,912 
(Chicago, I : 18,821,204 17,713,018 16,978,607 8 11 108,055 I 
Cincinnati, © 139,004 9,384,747 4,863,681 + 7.9 5.1 264,066 1 
Cleveland, © S.484,026 10,993,414 20.6 2.8 297,408 ' 
Columbus, O 7,446,701 7,999,560 v4 V.0 206,205 ¥ 
Dallas, Tex 12,521,618 12,110,771 3 8 oO, 044 
Davenport, Ta 5,734,865 1,715,248 0.3 1.2 184,072 6 
Davton. © 7.677.494 S438. 756 a4 1.4 959,126 4 
Denver, Colo ' 5,449,500 5.OSS 680 H.6 7.6 155,878 l 
‘Des Moines, la 3,863,029 3,996,862 1. 1.5 19,839 
Detroit, Mich 10,464,341 12,356,016 18.1 ' 292,666 
Kl Paso, Tex 6,135,142 6,527,135 6.4 + 3.0 120,364 f 
Kerie, Va wee. 68,355,920 » 644.086 5.4 ..9 10.422 , 
IK’vansville, Ind 7,586,302 7,274,792 1.5 2.1 SU.4706 i 
Fall River, Mass 1,870,627 2,101,469 12.5 7 SLO 4 
Flint, Mich. . ” 1,160,520 369,490 29.1 9.0 115,850 133,658 lod 
Fort Wayne, Ind 6,493,529 6,647,845 2.4 3.5 211.386 174.800 14 
Gary, Ind. . : 435,368 871,492 12.6 8.2 152,417 153,901 ” 
Grand Rapids, Mich 5,148,930 », 401,662 1.0 1.) 128,828 131,064 ! 
Greenville, SS. © F 3,790,832 4,390,748 16.1 11.7 123,26 121,84! ] 
Houston, Tex O82 380 11,380,72 14.2 11.4 261,100 IS,150 
Huntington, W. Va j $550,651 04S 771 16.6 12.1 118,914 1S6,008 
Indianapolis, Ind . 8 406,048 8 76,680 10,565,688 + 12.3 7.8 255,164 272,902 
Jacksonville, Fla ‘ 5,168,404 5,909,308 5 SUM O54 + 14.1 aan 155,386 145.432 
Jersey City, N. J ° 1,251,398 LS04,380 1,295,000 + 3.5 “7 25,917 25,445 
Kansas City, Kan , 1658 ,580 1,556,622 1,850,702 11.4 18.9 1,500 17,562 
Knoxville, Tenn GB.OS4, 805 6,585,550 6,374,578 6 0.2 164,465 177,450 ’ 
Little hock Ark 9,680 400 ,oo2,04% 6,703,432 0.2 l 153,721 204,400 
Los Angeles, Calif 14,014,323 15,055,236 14,825,100 8 1.5 $18,144 417,329 2 
Louisville IN S,SS84,838 8,650.44 S, 760,378 1.5 l 233,769 244.40 j 
Lynn, Mass iodo 5,102, 14.6 oO 136,276 14 out 
Manchester, N Hi 2,220,800 2,931,210 240 “0 5.208 f 1S 
Memphis, Tenn fea 6,73, 5600 7,128,380 16.5 11.1 1YS,142 208,642 ; 
Miami, Fla S, SUS NDT S.$25,500 7.8 S.7 TYS O78 215,845 ‘ 
Milwaukee, Wis SSS3075 8,489,752 1.4 ‘4 244,317 2 170 8 
Minneapolis, Minn TYS2 375 S,161,159 ro | 14 290 485 291, 406 
Nassau County, LL. 1 1,440,089 77,650 1.2 7.6 FO 208 $4,008 
New Bedford, Mass L.SS0 044 1L.SS5,016 Secs 11.4 52.682 ni 4 
New Haven, Conn » 468,736 » DDO2N6 6.3 4.7 146.078 14 18 3 
New Orleans, La 11,080,827 11,663,085 4 } 246,022 gu 524 
New York, N. ¥ MM 757,338 M4, 73,915 } 4 9 » 832.512 \? “ 
Brookivin N Y 027,378 4.204 2,104,845 tLe) 12.1 2.846 2.509 
Norfolk, Va ONT TSO 04 YON 6.225 000 + 4 1.4 1OS,11¢ 178,164 
Oakland, Calif 140 HHL 1,762,946 » 2H5,9N85 19.4 + 10.6 118.827 158.467 
Oklahoma City, Okla 7.2¢64,363 O00, 140 171S,118 tol 14.4 125,070 121,660 
Omaha, Neb 656,042 y1LO34S 605.199 14 27 17.9% Re 20 
Peoria Hl HO4T S57 6,425,401 HUM SST 15.6 8.8 136,738 182,224 
Philadelphia, Pa 15,493,741 lt 1348 17.008 697 ws ia $24 184 1423.50 
Phoenix Ariz LG67TU,550 $4,471,432 1a 2 1." 8 123,410 1 ' 
Pittsburgh, Pa 12,759,460 12,144,42¢ 12, 7N1,0N¢ 0.2 2 14,846 16,702 
Portland, Ore 1.017,226 7.045,67 HL, TSS S7¢ ii.a 215,956 222,642 
Reading, Pa 692,085 O02 541 H.4SO43 13.0 7.3 150,894 Tea 
Richmond, Va Pot it 7,757,608 7,678,328 S Hs 2a8 070 18.124 
it hester N \ SHe82 280 +107 088 9 236.785 6.6 1.4 223 2 944.497 
R kford 11 1alie2 1,857,972 137.084 ’ 7 11% "4 137,522 
It k I nad, Moline I 129 2 O24. 754 125,246 1 2.0 131,488 41,8? 
Ss ria t Calif ae i Puguase 1758.04 on j 12S. 018 
San Antoni Pex ‘ ' ee mL $519.7 20.4 " 117,844 174 
Ss Diego. Calif 7.634.768 4,981 HL,459, 418 15.4 ‘ 2H TSE ri 
Seuttle Wiasl HO0,421 6,724,200 110.444 ‘ PS yf 
Ss th Bend, Ind 1248 ' 1,146 11 ‘ 1.4 t ‘ ‘ 
Spokane, Wast RS 4,800 1,015,774 HO 262 “4 101,318 7.304 
St l 1i Me OHLLSII LO. 758.000 ‘ ace mo 
St bar Miine ' 14 6,205,146 ' ON. GE Hi .¢ ' Nat ‘ 
Syracuse N ‘ S75,404 254.410 i 1ST ‘ 2 l yt: ; 
Tacoma, Wasl 0.476 785,440 152 4 107 408 6,358 
Tampa, Fla 633,858 1,028,122 LYL4 16 WSo4 
Tor to, Ont, ¢ i an 1ST l 7 i 217,877 j 
Troy N \ ts ' 610.246 o14 41 1 . 
Tu hk 1 fuN t ” "ss i ' } } ; 
WW ! ete I ¢ 10 Hoan 4% ‘ 1 54 
Youngstowr ) 1.4 11 1.574, 136 1 i" 11.4 ' ‘ ‘ 
Tota bunt ‘ s ' 1 Os4 s i l | ' 
l Akron Time ress ad t ed Aug ‘S ‘ t l lyailw N 4 li \ 
Li U f i Arne iw hl ‘ I re s le put N 
Buf ris dis ti 1 Aug. 1 mo ta tieorg is \ 
, Herald & Ex t 1A s I 
MM \ New ed J osm | ~ | 9 . 
' ‘) New | t ed i i \l } s \ 
New linne ‘ 1 ‘ } ht i | 
s Spoka t i M ! ‘ | ‘ i 
| 
. . . a) 
Silva to Garfinkel Patterns in “Parents” “Sun” Names De Clerque 
Mervyn Silva has joined the Sid- Parents’ Magazine will feature Henry De Clerque, Inc., h: = 
ney Garfinkel Advertising Com- Simplicity children’s patterns be- named official United States : 
pany, Los Angeles, as art director. ginning with the September issue sentative of the Vancouver 45 
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The rates for this department are as follows: 
“Help Wanted,” “Positions Wanted,” “Representatives Wanted,” and 


“Representatives Available,” 30 cents a line, minimum charge $1. 


cash with order. 


Terms 


All other classifications (single insertion rates): % in., $2.75; 1 to 3 in., 


$4.75 per inch. 


POSTTIONS WANTED 
EAPERIENCED COPYWRITER now 


i! gency, desires another connection, 
W d bring small accounts he con- 
tr References 

Be 3102, ADVERTISING AGE, Chgo. 


SALES-MAKER 
Advertising-sales promotion-publicity 


ereative executive who can also sell 
in person Agency and automotive 
experience. Young (31), energetic, en- 
thusiastic. A real producer who can 
show results Write 


Box 3101, ADVERTISING AGE, Chgo 


A MIND IN MOTION. Background of 


< ege training and experience’ in 
cop comprehensive layouts and pro- 
duction for mfgr Sample work 


reated on your order will prove my 

worth to you. 28. Employed. Refer- 

Box 3100, ADVERTISING AGE, Chgo 
BRAINS—on approval! 


This experienced advertising execu- 
tive has created startling copy and 
productive merchandising plans 


fol 
manufacturers and chain stores, Will 
PROVE worth to business, newspaper, 
or Agency and discuss salary later 
Box 3097, ADVERTISING AGE, N. Y 
Employed secretars—tive years azeneys 
experience, Will type scripts evenings. 
Box 3096, ADVERTISING AGE, Chee 
For Rent—1I BRAIN: In excellent con- 


dition College trained Kespecially 

seful on sales correspondence, Cleri- 
nd selling experience 

Box 307% ADVERTISING AGE, Chgo 


HELP WANTED 


Copywriter—experienced in preparing 


t mail, sales promotion, and dis- 
» y materials Must be good sales 
correspondent State age, experience, 
ind salary desired 


Box 3098, ADVERTISING AGE, Chgeo 
space Salesmen National Magazine 
ffer in unusual opportunity to sell 


HELP WANTED 
A well-Known religious syndicate 
which furnishes newspapers with a 
fast-selling Go-to-Church page tied 
up with local advertising has open- 
ings for salesmen and district sales 


managers An excellent: opportunity 
for advertising salesmen with a dig- 
nified selling approach Write fully 
Living age, experience, references, 


and territory desired 
Box 31038, ADVERTISING AGE, N. Y¥ 
REPRESENTATIVE AVAILABLE 
PUBLISHER'S REPRESENTATIVE 
experienced advertising space sales- 
man, wide acquaintance, N.Y.C, Office, 
wants KFastern representation of 
leading publication, commission basis. 
Box 3085, ADVERTISING AGE, N. Y 


PHOTOGRAPHY 
1.000.000 stock pictures, all subjects. 
Over 1,200 correspondents execute 
photo assignments anywhere in U. 8S. 
promptly, at low cost! 
ree-lance Photographers Guild 
219 Kast 44th Street, N.Y.C 
MUrray Hill 2-3810 


POST CARDS 
“PHOTO" POST CARDS 
Newest most economical method of 
displaying any product. Samples and 
prices on request Graphic Arts, 
Hamilton, Ohio, 


MISCELLANEOUS 
Spot Your Advertising With More 
Vietures! Use them freely economi- 
cally with Laurel's Improved Proce 
Reproduces Direct from copy. No I? 
pensive Cuts! 
bo (Stoxll”) copies $2.63 


4% 


additional hundreds 22 
All sizes Available Quantity Runs 
Lower. 
Send for Free Informative Manual. In 
Met N \ ask for Representative, 
WAlker 55-0526. 
Laurel Process, 480 Canal St... VN. ¥. ©. 


Color Affiliates Solves 
Women’s MatchingProblem 


Preliminaries Over, Co- 


operators Expand Ad- 
vertising 


By JUDITH CORTADA 


New York, Aug. 15 Feminine 
shoppers who once dragged their 
veary teet from counter to counter, 
g to match hat and shoes and 
I . are 


extending thanks these 


d to the cooperative spirit that 
inspired Color Affiliates, a unique 
merchandising venture that has 


omed forth as an important 
national advertiser during the past 
iwi Vvears 
Previously, the woman who de- 
cided on pearl grey, for example, 
as the proper and fashionable color 
lor her accessories, and then tried 
match hat, shoes, belt and gloves 
the exact shade, usually made 
e round of the stores, a desperate 
gleam in her eyes, and_ finally 
nd up with accessories in four 
ufferent 


7 


shades of 
ion had 


grey Dame 
decreed that they 
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should match but all the manufac- 
turers had different ideas about the 
shade of grey that should be called 
: pearl.” 


Dawn of New Idea 


The dawn of a new day for the 
voman who must be fashion-right 
first broke in 1938 when Richard 
Koret, maker of the famous bags, 
approached Norman Blum, head of 
the company that makes Kisla\ 
gloves, whose skins he had used for 
his bags, and suggested that they 
make bags and gloves in matching 
colors. At this meeting Color Af- 
fillates was born, and the group 
now numbers eight outstanding 
manufacturers Advertising has 
grown from a single magazine page 
to the campaign for the new sei 
son in three magazines. 

First advertising by the two pio- 


neers was in Vogue in the spring 
of 1939 followed in the fall by 
pages in Harper's Bazaar and Vogue 
when four new recruits enlisted: 
S. Stroock & Co., woolens; G. How- 
ard Hodge, hats; Elizabeth Arden, 
cosmetics; and Palter DeLiso, Inc., 
shoes In the spring of this year, 
Color Affiliates made a really spec- 
tacular effort with seven consecu- 
tive pages in Harper's Bazaar. 

Now that the idea of pre-matched 
colors has been sold to the market 
represented by these two magazines, 
the group will appeal to a wider 
clientele this season with a spread 
in Life in addition to spreads in the 
two magazines formerly used. Two 
new members of the group are Del- 
man, Inc., Mallinson 
Fabrics Corporation, silk and rayon 
The fall campaign will feature 
Bobri illustrations 

As explained to ApvVERTISING AGE 
by Sally Cramer, account executive 


shoes, and 


of Abbott Kimball Company, agency 


JOHN A. CAIRNS 
* & COMPANY 


TEXTILE 
ADVERTISING 


45 EAST 17th ST. 


NEW YORK CITY 


in charge of the account, and Mil- 
dred Wright, agency publicity di- 
rector, the advertising by this 
group is not merely a promotion, or 
a plan to stimulate interest in a 
color or a fashion, but a new fash- 
ion merchandising plan. The net 
result will be a fundamental change 


{in women’s buying habits. 


Where formerly a woman might 
feel extravagant when she bought 
a bag in a “high-fashion” color, 
since it would be difficult if not im- 
possible to match, now she may 
buy without trepidation, knowing 
that she can easily complete her 
costume. Color Affiliates has made 
the ensemble addict’s life easier 
and brighter since she no longer 
has to cling to such sober and 
simple colors as black and brown. 

Another aspect of the plan is that 
the woman who sets out to purchase 
only one accessory may order two 
or three when she sees them be- 
fore her in matching or blending 
shades. Color Affiliates, by its ad- 
vertising, has assured the shopper 
that these colors will be “live 
news” throughout the entire season 
and that she will not find herself 
with out-of-date accessories after a 
month’s wear. In other words, the 
group has given women a sound 
reason for specifically requesting 
their merchandise in Color Affiliates 
colors. 


Reason for Acceptance 


One advantage possessed by the 
group is that the names of the in- 
dividual members are so. well 
known in the world of fashion that 
it has not been necessary to sell 
the consumer on their products. 
Already leaders in their various 
fields, their merchandise is accepted 
without question as representative 
of the utmost in style and quality. 
The same fact makes it unnecessary 
to emphasize identity of partici- 
pants in copy. 

Cooperation among these manu- 
facturers involves the breaking 
down of long - standing barriers 
Taking a far-sighted view, instead 
of jealously guarding their plans for 
the new season, members hold sea- 
sonal meetings at which they 
“throw everything on the table” 
and each contributes his observa- 
tion on trends in fashion and colors 
There is much discussion, since 
skill is required to blend colors so 
that two different hues may be 
used in accessories for one costume. 
The fabric manufacturers design 
basic colors to set off those finally 
selected by the group and the cos- 
metic manufacture 
shade of make-up. 

Advertising by the group. has 
been supported by heavy retail ad- 
vertising throughout the country by 


stores 


plans a new 


eeing a solution of an in- 
tricate problem. In New York, for 
example, Best & Co. has not only 
used newspaper space to tell the 
pubkKe about the new colors selected 
by Color Affiliates but has also de- 
voted its 
displays 


entire window space to 
emphasizing their impor- 
tance in the fashion picture. Both 
advertising and display will be 
continued throughout the season. 


News for Writers 


Also important to the success of 
the venture is the publicity which 
has been cheerfully accorded by 
fashion editors of women’s maga- 
Entire edi- 


torial pages, with illustrations, have 


zines and newspapers 


been devoted to descriptions of the 
new colors. Sustaining radio pro- 
grams which discuss fashions and 
affairs of interest to women have 
also found the idea worthy of men- 
tion 

The colors for the new 
were introduced to the pre and 


season 


trade, including buyers and store 
executives from all over the coun- 
try, at a luncheon in July and a 
consumer fashion show will be held 
in October, Color Affiliates having 
arranged to start the season of 
weekly fashion shows at the Ritz- 
Carlton Hotel 


KGLU Joins NBC 

Station KGLU, Safford, Ariz., will 
become affiliated with National 
Broadcasting Company, Sept. 1, as 
a bonus outlet for advertisers using 
Station KTAR, Phoenix, Ariz 


COLOR SPREAD TO OPEN FALL CAMPAIGN 


>. > By 
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Fs go? 


Cowling Buys 
“Automobile Topics” 


William C. Cowling, formerly 
general sales manager of Ford Mo- 
tor Company and later executive 
vice-president of Willys-Overland, 
has bought Automobile Topics from 
Frank W. Roche, who is retiring. 
Executive and editorial offices will 
be moved from New York to the 
New Center bldg., in Detroit. 

Mr. Cowling, who at one time was 
|engaged in the publishing field, 
plans to expand the sphere of the 
magazine to cover the marketing of 
everything which moves under its 
own power, including airplanes. 


Steele Joins “Post” 

A. Thomas Steele, formerly with 
the New York Times, has joined the 
national advertising staff of the New 
York Post, where he will be in 
charge of food advertising. 


Warwick Promotes Baker 


Frank Baker, who for two years 
has been doing special sales work 
for Warwick Club Ginger Ale Com- 
pany, West Warwick, R. IL, has 


been appointed sales manager. 


Joins Hart-Conway 


Randall G. Beachner has joined 
Hart-Conway Company, Inc., Roch- 
ester, N. Y., advertising agency, as 
an account executive. 


WSAV Picks Hollingbery 

WSAV, Savannah, Ga., has ap- 
pointed the George P. Hollingbery 
Company as executive national rep- 
resentative, 
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Hulme Heads 


Ad Managers 

Albert Hulme of the Star-Phoe- 
nix, Saskatoon, Sask., has been 
elected president of the Western 
Daily Newspapers Advertising 
Managers’ Association. A. H. Mid- 
dleton of the Vancouver Sun was 
named vice-president, and I. H. 
Macdonald of the Tribune, Winni- 
peg, secretary-treasurer. 


Florida Counties 
Approve Budget 


St. Augustine and _ St. 
County Chamber of Commerce has 


approved an advertising and pub- | 


licity budget of $7,282.50 for the 
coming year, an expenditure which 
has been considerably increased in 
expectation of an increase in tour- 
ists in the South this winter. 


John’s | 


| Ford Motor Releases 


Atkins Appoints Two 

| Atkins Publishing Company, | 
New York, has appointed William | 
|R. Stewart, Chicago, and N. L. 
Huebsch, New York, as representa- 
tives for Children’s Institutions and 
Camp Director’s Handbook. 


“Good Packaging” to Bow 


Good Packaging, a monthly pub- 
lication devoted to the packaging in- 
dustries of 11 Western states, will 
be published, beginning Sept. 1, by 
Dean & Patterson, Ltd., 260 Cali- 
| fornia street, San Francisco. 


No Pontiac Preview 

There will be no preview of the 
1941 line of Pontiacs for the press 
this year, announces H. J. Klingler, 
president and general manager. 
The new cars will be revealed in 
September. 


Four New Films 


Four new film features have just 
been released by Ford Motor Com- 
pany for free showings. 

The films are “Symphony in F,” 


which traces the extent to which | 
about the | 


motor car makers go 
wo-ld to get raw materials; “While 
the City Sleeps,” showing tasks of 
night workers; “Keep This Under 
Your Hood,” an animated cartoon 
showing what happens inside an 
automobile engine, and “Scenes 
from the World of Tomorrow,” a 
six-minute tour of the New York 
World’s Fair. N. W. Ayer & Son is 
the agency. 


Forjoe Gets WMOB 

WMOB, Mobile, Ala., has ap- 
pointed Forjoe & Company as its 
national sales representative. 


— 


Iowa Dairymen Delay 
Picking Agency 


Selection of an 


of the Iowa State dairy industry 
has been delayed until the indus- 
try’s commission has its September 
meeting. 

Of the $95,000 collected during 
the May 1-15 one-cent a pound 
butterfat tax, $50,000 goes to the 
national program and the balance 
for the state program and adminis- 
trative costs. The major portion of 
the state funds will be allotted to 
cooking schools. 


Occy-Crystine Appoints 

Occy-Crystine Laboratory, Salis- 
bury, Conn., has appointed Noyes & 
Sproul, Inc., New York, to handle 
its advertising. 
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Hart Schaffner 


advertising | 
agency to handle the fall campaign | 


| 
Average Man 


| 


| 


Gears Copy fo 


(Continued from Page 7) 
array of newspaper mats, tied 
with national advertising, is np 
available to dealers. 

Personal three-dimensional }e+- 


up 


} 
1@ 


ters to customers, imprinted th 
the dealer’s name and_ including 
envelopes will be sold in sets of 
four. The letters will contain Chij- 
nese coins, lapel buttons, “gojq” 
spoons, handle bar mustaches, for- 
eign stamps, pencils, red tape and 
football schedules, the missive jn 
each case being tied up with the 
enclosure. This type of letter was 
tested last year. 

Other direct mail pieces available 
te dealers include a going-back-to- 
school folder in color, a pop-up and 
one containing a swatch of fabric. 
Also offered are a_ selection of 


statement inserts, style books and 
a choice of three itinerant window 
displays, the latter being handled 


by W. L. Stensgaard Company, 
Chicago. A book of ideas for fal] 
window displays was mailed to 


dealers Aug. 10. 


Opinion of Salesmen 


, The’ Psychological Corporation 
|measured the extent of confidence 
/in salesmen in helping with the 
|choice of a suit, 30.9 per cent ex- 
| pressing complete confidence, 35.7 
|per cent some confidence, and 16 
per cent little confidence. Those 
who believed the salesman 100 
|per cent selfish totalled 15.7 per 
7 per cent said they 


is 


}ecent, while 1.7 
|didn’t know. 
As a result of this phase of the 
survey the corporation expressed 
\the opinion that, “While it is evi- 
dent that slightly less than one- 
third have complete confidence i: 
the salesman, another third tend t 
be a little skeptical and the re- 
mainder extremely skeptical. This 
would suggest that while the sales- 
man is undoubtedly a factor in ths 
choice of a particular suit, there i 
a great deal of opportunity to im- 
prove his standing in the publi 
mind as a counsellor to be trusted 
To assist salesmen Hart Schaff- 
ner & Marx is providing them \v 
what it calls “Finger Tip Facts. 
These include a book on “Inside 
Facts About Wool,” a booklet en- 
titled “Don’t Let Your Custome 
Have a Fit, Give Him One,” and : 
“You're in Business for Yourself 
, kit which consists of a box of sta- 


ith 


|tionery with which salesmen ca! - 
jrrake personal solicitations fo! Wi 
business among acquaintances and 

| previous customers. 

| E. R. Richer is vice-president i! 
|\charge of advertising for Hart 

| Schaffner & Marx. Batten, Bar- 

ton, Durstine & Osborn is_ the r 
agency. 


Lockheed Shifts Heads 

Joseph R. Hargrove, in charge 0! 
the service division of the Lock- 
heed Aircraft Corporation, has been 
made manager of the domestic 
sales division, and Ferris M. Smith, 
former domestic sales head, has 
been made manager of the expor' 
sales department. 
Joyce to WBS 

William W. Joyce, formerly Chi- 
cago manager of the Texas Stat 
Network, has joined the Chicag 
sales office of World Broadcasting 
System. 
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o- GOODRICH CLAIMS "FIRST IN PREPAREDNESS" ae ae 

nd 

‘ic. This 24-sheet poster has been reproduced in miniature for window use by the Boston plant of Forbes Lithograph Company . 
of and will be sent to every Legion post in the world by John Hancock Mutual Life Insurance Company. The group admir- 

nd 


ing the poster includes R. W. Thomas and R. M. Leonard, vice-president and administration executive, respectively, of 


ow e ° Forbes; T. M. Carens, chairman, publicity committee, 1940 National Convention Corporation of the Ameri Legion; 
“ Goodrich Offers First rg = 


H. L. Ames, convention publicity director; Col. E. C. Donnelly, president, John Donnelly & Sons, Boston; A. R. Hitchings, 


. - secretary, and W. S. Forbes, president, Forbes Lithograph Company. 
al Synthetic Rubber Tire 

° POPULAR GERM IT SEEMS THAT BEAUTIES HAVE IT TOO 
for American Car Owners 


- An Important Announcement to Americans Alert | Was q | q rme ( a 


. 
the to the Meaning of Independence and Preparedness Ae. ATHLETE'S FOOT 
eX- 
on AN YOU picture America without rub- air—and in some respects is actually supe- - 
39.4 ber tires? Cars stopped dead! Highways rior to natural rubber. = And annoyed 
16 deserted! Motor transportation at a stand- For Americans alert to the meaning of 
ose still. It's a gloomy picture, but one that independence and preparedness, Goodrich fa ~ 
sa men who are close to foreign developments is now manufacturing Silvertown tires _ 
100 have actually visualized. made with this new “Liberty Rubber’ — = 
per Goodrich saw this picture, too — saw it Ameripol, speeding America’s freedom from = 
fourteen years ago. They realized then the foreign rubber. While these new tires cost 
they crisis that would result if a world emergency more than the Silvertown tives made with 
shut off supplies of natural rubber from natural rubber, increasing production is Was it infections? —— 
the Far East. expected to bring economies which will 
the : oa reduce the price. In buying these tires ’ : 
For 90°, of the rubber for America’s tires motorists are buying, not only immediate eo f [ ATHL E S$ FOOT 
ssed — for its automobiles, trucks, buses and air- service, but also increased assurance that » 
evi- planes — must come halfway around the they can continue to operate their cars, 2 
world to reach us. Today these “'life-lines" of insofar as tires are concerned, in any > 
one- our supply are seriously threatened. Today, eventuality. Ny | 
e i as never before, the United States must be Goodrich dealers are now acceptin ' | - 
free from dependence upon foreign sources of orders for these new Silvertowns pee . Ah-b It's wonderful : 
id ti raw materials, especially rubber, vital to our making deliveries preference will be given ? 
re- industry and national defense alike. to those who order first. } e. 
This Several weeks ago America was given Always ‘First in Safety," Goodrich is « 
. the answer to this problem when The B. F. now “First in Preparedness,” too. So, ba j {#7 
ales- ’ Goodrich Company announced the de- whether you buy a Silvertown made with “_* 
hé velopment of Ameripol—the result of years Ameripol, or a Silvertown made of natural i \ # = ’ 
1 th of exhaustive research. This new syn- rubber, you are sure of getting the ; 
re | thetic rubber is made of American 


most up-to-the-minute scientific Get after infectious dandruff now - 


advances in tire safety and wear 
with LISTERINE! 
==, com! tan sad cunts cet aaah «2 my 


———?r = exo . 
hat 2 a © Ne re 


-t| GOODRICH S 


materials—petroleum, soap, gas and 


nd 3 Pioneer in American-made Rubber for Tires Cc a : ; 
urrent Listerine magazine copy is also 
rself discussing the depredations of the Pity 
f sta- rosporon Ovale, or ‘bottle bacillus,” 
1 Cal both words and pictures being used to 
for Widespread newspaper copy which is heralding the arrival of Goodrich tires educate consumers in dandruff treatment. 


; and made from synthetic rubber. 
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— heer tena = , - MR. HAM GOES TO TOWN 


New display card issued by Mennen Company for Quinsana Powder, providing 
contrast with usual promotion of treatment for athlete's foot. H. M. Kiesewetter 
Advertising Agency created the new approach. 
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Double purpose display of John Morrell & Co., in which the urbane Mr. Ham 4 
for half a century, old container (left) gives way to modern version which accords new prominence to is carrying on as a permanent store decoration after giving a fillip to Easter 7 E 
salient features of General Foods trademark. sales. Pie 
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